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MORTON SALT COMPANY 


“Leading producer of salt products 


for home, farm and industry” 





**NCR PAPER saves us its annual cost... several times each year.” 


“Some years ago we made a study of our sales 
reporting forms and procedures because of an 
ever-increasing number of complaints from our 
field representatives regarding the sales ‘paper 
work’ problem. As a result, we were able to 
eliminate several reports and combine all sales 
reports used during a normal week’s work into 
a single weekly report book, by utilizing NCR 
Paper. 

“This method won immediate acceptance by our 
group and we attribute a large portion of its 
success to the use of NCR Paper. They no longer 


— MORTON SALT COMPANY, Chicago, Ill. 


have to insert and remove carbons, nor provide 
storage and disposal. NCR Paper has eliminated 
‘paper work’ complaints. More accurate data is 
now provided on a current basis, plus a recog- 
nizable morale improvement. 

“We feel that the time saved and other advan- 
tages of NCR Paper have returned its annual 
cost several times each year.” 


Al Carns 
G. W. Carrington, Director of Marketing 
MORTON SALT COMPANY 


ASK YOUR LOCAL PRINTER OR FORMS SUPPLIER ABOUT NCR PAPER 


ANOTHER PRODUCT OF 


THE NATIONAL CASH REGISTER COMPANY, 


Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES...75 YEARS OF HELPING BUSINESS SAVE MONEY 
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It’s the cost-in-use rather than the pur- 
chase price that determines the true cost 
of your multiple-copy forms. Invest in 
NCR Paper forms 

and get dividends Ves 


through time saved MWateonal 
and increased rec- —) 
ord-keeping efficien- W435 
cy for your business. YEARS 
1959 


NCR PAPER 
ELIMINATES 
CARBON PAPER 









































ae Let DAV-A-MATIC set your paperwork pace! 





FAST AND ECONOMICAL... Now you can have a fast, econom- 
ical source for duplicating forms, bulletins, price lists, engineering 
drawings and all types of systems work right in your own office 
with an attractive DAV-A-MATIC offset duplicator. 

SIMPLE TO OPERATE ...DAV-A-MATIC is the only offset du- 
plicator that’s designed especially for the office. So simple that any 
office girl can turn out thousands of permanent copies that match 
your original ... every day! 

OPERATORS LOVE IT...No more ink stained hands or cloth- 
ing. With DAV-A-MATIC office duplicating is a clean operation. Sit- 
down operation and finger-tip controls assure increased duplicating 
efficiency. And DAV-A-MATIC is the only offset duplicator that 
changes masters automatically—while the machine is running! 

GET THE FACTS NOW... If paperwork simplification is one of 
your problems, let us show you how easily and inexpensively it can 
be solved with the amazing DAV-A-MATIC. Send the coupon today 
for complete information and the name of your local Davidson 























Distributor. 
Whaat 5 Bal eae yn a 1” | 
. DAVIDSON CORPORATION 
d y/ S 0 N Subsidiary of Mergenthaler Linotype Company i 
| 29 Ryerson St., Brooklyn 5, N. Y. | 
I WANT to know more about DAV-A-MATIC. Send bro- . 
| chure, please—and the name of my distributor. i 
I | 
| Name Title 
Firm | 
DAVIDSON CORPORATION | pe l 
Subsidiary of Mergenthaler Linotype Co. | rome 
29 Ryerson Street, Brooklyn 5, N. Y. City Zone State | 
Bs; ssa wn des in sen-it sa h oieerc itla cua Nl ada each analea maaan ul 
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Boston 10 - 75 Federal Street - LI 2-6200 - 


last year we provided over 125 
solutions to the problems of 


Estate Portfolio 
Distribution 


In 1958 Kidder, Peabody sold over 125 blocks of stock* 
which were owned by individuals and corporations other 
than the issuer. Many of these blocks represented parts of 
estate and trust portfolios, large and small. 

Our successful handling of their distribution and sale was 
based on Kidder, Peabody’s ability to find the appropriate 
market for the type and number of securities held—and to 
make the most effective use of it. 

Some of the blocks were Private Placements—a major 
means of disposing of large blocks of stock. We offer broad 
knowledge and experience in determining how, when and 
where to use this method and the best terms on which 
financing can be arranged. 

Others were Secondary Offerings which, in order to have 
maximum success, require national coverage, facilities, dis- 
tribution and the ability to place stocks in the hands of 
strong individual and institutional buyers. 

We are thoroughly familiar with the variety of techniques 
for selling blocks of stocks on the floors of national stock 
exchanges, 

If you are facing problems of distribution and sale of an 
investment portfolio for an estate or trust, our partners 
would be glad to discuss your particular situation at your 
convenience. Call or write the Resident Partner in the 
Kidder, Peabody office nearest you. There is no obligation. 


KippErR, PEABODY & Co. 


FOUNDED 1865 


New York 5 - 17 Wall Street - HA 2-8900 - New York 17 - 10 East 45th St. - MU 2-7190 
PHILADELPHIA 9 - 123 So. Broad St. - KI 5-1600 + Curicaco 3 - 33 So. Clark Street - AN 3-7350 








*A Partial Listing : 


Number 
of Shares Company 





50,000 ACF Industries, Inc. 

33,000 American Insurance Co. 
6,000 American Investment Co. of Illinois 
5,000 American Telephone & Telegraph 

25,000 Bendix Aviation Corp. 

37,000 —_ Beneficial Finance Co. 

10,000 Bethlehem Steel Corp. 

5,000 Boeing Airplane Co. 
130,000 Chrysler Corp. 
10,000 Commercial Credit Co. 
15,000 Container Corp. of America 
100,000 Douglas Aircraft Co. 
108,925 _ Duffy-Mott Co. 

11,200 Federated Department Stores 

74,925 —_ Florida Steel Corp. 

33,000 General Time Co. 

20,000  Gustin-Bacon Mfg. Co. 

10,000 Hertz Corp. 

25,000 _— Interstate Power Co. 

6,000 Kern County Land Co. 

30,000  Koppers Co. 

10,500 Louisville Gas & Electric Co. 
5,000 Northern Natural Gas Co. 
5,000 Panhandle Eastern Pipe Line Co. 

30,000 = Pittsburgh Plate Glass Co. 

10,000 Plough, Inc. 

16,400 Republic Steel Corp. 

5,000 Richfield Oil Corp. 
100,000 William H. Rorer, Inc. 
9,000 Sears, Roebuck & Co. 
106,150  Socony Mobil Oil Co., Inc. 
10,000 Standard Oil Co. of California 
177,235 Standard Packaging Corp. 
150,000 Standard Pressed Steel Co. 

50,000 Suburban Gas Service 

11,400 Union Carbide Corp. 

15,000 Union Electric Co. 

10,000 United Gas Improvement Co. 
5,000 United Shoe Machinery Corp. 
3,500 Vick Chemical Co. 


Members New York, American, 
Boston, Philadelphia-Baltimore, 
Midwest and Pacific Coast Stock Exchanges 


Los ANGELEs 14 - 210 W. 7th Street - MA 8-3271 + San Francisco 4 - 140 Montgomery St. - EX 7-4900 
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Vorkshop for management—ideas you can use right NOW... occcceeceecseeesecseesecssvese 13 
This collection of ideas—based on the experiences of firms throughout the 
country—tells you how to cut costs, save time, build your sales and profits. 
How to practice practical politics. (5) aduawetyase Coa ad Cee aged aE oa ee 26 
Based on the experience of two political pros and foe practical businessmen, 
here are ideas you can use to create a better climate for your company. 
18 telephone shortcuts to sales...0.0.00000............ ‘Ain deena 33 
Selling by phone can cut your sales costs and often ¢ gets s results where chest. 
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Employees want personal attention in the cafeteria. Here’s how to add the 
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Work music: cost cutter or frill? This article tells you the reeults work 
music can produce, how much it costs, where it works and where it doesnt. 
Cut inventory costs with magnetic card Giles... 0060.45.50. 65.0.0 Race ea 48 
One firm saves 40 manhours a week, cuts costly inventory delays and errors 
with a magnetic filing system. Here's how you can get the same results. 
21 ways to save taxes on your investments........... sa enStenthe nl bose sneha ees eae tee Cee 54 
An expert on investments says that if you use any of these 21 ideas before 
the end of the year, you're bound to save money on your investment taxes. 
Traditional office for a modern executive... ccc Sis sock oe 
This executive’s office achieves a comfortable, informal atmosphere with 
furniture, paneling and wall appointments taken from the 18th Century. 
How to spealt 0 -(ecene WEl MERI... ciciccccesccneasetrscvencsondnnss Pascitta sol. Sate 
A pleasant voice attracts listeners. But you don't have to be born with one. 
Take these simple actions to improve your voice and get yourself listened to. 
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Yours for the asking 8 Thought starters Bi sores ore tH sone 
Do you know the law? 19 Index to advertisers .................:.:.:000 72 
eer s . 52 Reader service card ...................... ....0p. pg. 72 
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Can you trust 
your mailing 
scale? 


Ever realize that your mail 
scale sometimes can’t be 
trusted? Fact! If it overweighs 
on as few as 8 letters a day, 
you could lose nearly $100 
a year. And if it underweighs, 
the mail you send out arrives 
‘Postage Due”—the recipients 
pay your postage for you. 
This hurts your company 
reputation and creates 
customer ill will. 

Get rid of your old, tired, 
inaccurate scale, and get anew 
Pitney-Bowes mailing scale! 





© 


©) Mailing 
Scales 


PITNEY-Bowes, INC., 

4579 Walnut St., Stamford, Conn. 
Originator of the postage meter... 
offices in 121 cities in U.S. and Canada. 


= PITNEY-BOWES 





A PB scale is precision built, 
with an automatic pendulum 
mechanism that stays accurate. 

It registers quickly, and exactly. 
The hairline indicator and large 
chart markings leave no doubt. 
Big figures are easy to read. 
Mailing is faster and easier. You 
save postage, and avoid mistakes. 

Ask the nearest Pitney-Bowes 
office to show you any of the six 
PB scale models— including the 
parcel post scale with 70 Ib. 
capacity. Or send coupon for 
free illustrated booklet. 

Free: Handy desk or wall chart of 


Postal Rates, with parcel post map 
and zone finder. 


Ser ase) eee ree 
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Send free booklet Q rate chart 0 


PITNEY-Bowes, INC. 
4579 Walnut Street 
Stamford, Conn. 


Name 





Address 
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Transit 


CAR-FAX 
REPORTING 
CENTER 


Traffic « Operating + Accounting 





As indicated in the diagram above, Car-Fax Re- 
porting Center receives constant information on 
the movement of every carload of freight moving 
over C&NW lines. This information is relayed 
to its destination or interchange and also to our 
traffic offices throughout the country. Up-to-the- 
minute location of any car is available by simply 
calling the C&NW traffic office nearest you. 





AND NORTH WESTERN R& 


Car-Fax, North Western’s new and exclusive electronic 
car locating system, reports carload shipment progress as 
fast and as accurately as if you, yourself, were riding in 
the locomotive cab. 


lt works this way: Whenever a car passes check points or 
enters or leaves the North Western System, IBM ma- 
chinery speeds into action, detailing the move. If it is 
delayed, Car-Fax notes that, too. Almost instantaneously, 
car-coded information is processed and transmitted to all 
traffic offices concerned. 


Accurate information on your car of freight is available to 
you when you want and need it. In addition to location, 
Car-F ax notes destination, point of origin, routing, con- 
tents and type of car, number, date and time of move- 
ment ...data that can help you pinpoint deliveries to 
pre-plan production schedules or facilitate reconsignment. 


Use Car-Fax. Route your freight North Western and watch 
Car-Fax work for you. We’re sure you'll be delighted with 
this new freight service that gives you the score—now! 
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Executive office furniture by Davis Upholstery Company, High Point, North Carolina 


YOU WORK IN STYLE AND COMFORT WITH 
U.S. NAUGAHYDE® and U.S. KOYLON® FOAM 


FINEST IN VINYL UPHOLSTERY FINEST IN CUSHIONING 


Work seems to go twice as fast—with half the effort—when your office is 
bright, colorful and comfortable. Experience has proved that one of the best 
ways to achieve this is to insist on furniture upholstered with the luxury of 
famous U.S. Naugahyde and cushioned with the matchless comfort of U. S. 
Koylon Foam. Both Elastic* Naugahyde and the new self-ventilating Nauga- 
weave are not only handsomely designed and styled, but are completely 
practical and efficient. They outwear conventional upholstery materials 
and need the absolute minimum of maintenance. Both available in a wide 
range of patterns, textures and colors to meet the needs of any office decor. 


*Patent applied for 


United States Rubber 


COATED FABRICS AND KOYLON SEATING DEPT., MISHAWAKA, INDIANA IN CANADA: DOMINION RUBBER COMPANY, LTD. 
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onvenient, low-cost coin 
changers can cut from 3 to 6 minutes a day per 
employee off that high-cost coffee break time. 
Coin changers can also be used to speed 
movement through automatic cafeterias. 
Sturdily built of heavy gauge steel, easy to 
mount and holding up to 1,000 coins, 
STANDARD CHANGE-MAKERS come in 
24 different models, manual and electric, 
dispensing various combinations of coins. 
Select the machine or machines to fit your need. 
Write today for full information. 


Write: 


Standard Change-Makers, Inc. 
422 E. New York St. 


Indianapolis, Indiana 


World's largest manufacturer of separate 5¢, 10¢, 
25¢ and 50¢ coin changers. District offices in 
17 major cities throughout the United States. 
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How to run a suggestion system 


-An authoritative study on how to 
plan and conduct a suggestion pro- 
gram has been prepared by the 
National’ Association of Suggestion 
Systems. 

The 24-page booklet represents the 
pooled experiences of over 1,100 
members of the NASS. Since to be 
practicable and resultful, a suggestion 
system must be tailored to specific 
needs, the piece discusses the various 
vital features which should be studied 
before a new plan is installed. 

Sections cover everything from ob- 
jectives and benefits to awards and 
what to do about rejected suggestions. 

For this definitive guide to success- 
ful suggestion systems, circle number 
259 on the Reader Service Card. 


Ww : 
About selling by mail 


Ingredients for successful mail ad- 
vertising to consumers are discussed in 
a new eight-page booklet by Laurence 
G. Chait & Co., Inc. 

The piece also includes pointers on 
list selection and list building. 

For your free copy of “How to Ad- 
vertise and Sell to the Consumer Mar- 
ket by Mail,” circle number 260 on the 
Reader Service Card. 
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Report on computer uses 


Systems and Procedures Association 
has prepared a study on applications 
of electronic data processing equip- 
ment. It treats both accepted and re- 
jected uses—successful and unsuccess- 
ful applications. 

The treatise, composed mainly of 
statistical tables, is based on the re- 
sults of a survey of SPA members. 
The report contributes specific results 


& 


of actual use of computers in various 
companies. It indicates the size and 
type of firms reporting, equipment 
used and resultant savings by indus- 
try and by number of employees. 

Reasons for rejecting use of com- 
puters for specific applications are 
given as well as the stage at which 
they were discontinued—during study, 
after study, in debugging stage or 
after starting service. 

For your free copy of the 12-page 
“Computer Use Report,” write to the 
Systems and Procedure Association, 
4463 Penobscot Building, Detroit 26. 


Ww 


How to plan for profit 


Aimed at medium and small sized 
companies, a new 12-page booklet is 
a step-by-step guide to long range 
planning for profit. 

Published by Caruso, Malis & Worn, 
Inc., a firm of marketing consultants, 
the booklet analyzes problems, oppor- 
tunities and tactics for business better- 
ment, 

For your free copy of “How to Plan 
for Profit,” circle number 261 on the 
Reader Service Card. 
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Virginia’s largest market 


This detailed 65-page brochure pre- 
pared by the Virginian-Pilot and the 
Ledger Star, offers a wealth of infor- 
mation on the Norfolk-Portsmouth 
area of Virginia. Complete with maps, 
charts, tables, graphs and _ pictures. 
the booklet answers questions about 
almost every phase of business, indus- 
trial and agricultural activity in the 
district. In addition there is data on 
population and housing characteris- 
tics, the educational system, and 
health and recreational facilities. Sta- 
tistics on retail and wholesale sales, 
labor force size, and port activity are 
included, as well as information on 


the role that the Navy plays in the 
economy of the area. 

For your free copy of this valuable 
market data brochure, circle number 
262 on the Reader Service Card. 


WwW 
Personnel problems periodical 


Industrial Psychology, Inc. pub- 
lishes a quarterly newsletter on per- 
sonnel problems. It is offered free to 
any interested executives. 

Topics discussed are timely, con- 
cise and informative. For instance, in 
a recent issue subjects included to- 
day’s personnel economy, predicting 
worker's personality, union moves in 
1959, what’s new in personnel litera- 
ture and a special report on personnel 
inventory audit. 

To receive this four-page quarterly 
regularly without charge, write to 
Industrial Psychology, Inc., Box 6157, 
Tucson 6, Arizona. 
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About radiation monitoring 


Comprehensive new data on the 
characteristics and usage of films to 
monitor radiation has been published 
by Eastman Kodak Co. 

The 24-page booklet outlines the 
photographic method of obtaining ac- 
curate and permanent records of the 
radiation dosage incurred by individ- 
uals and by specific areas. 

It outlines four types of films used 
in badges as radiation monitors. One 
group records X—, gamma— and beta- 
rays; the other neutrons. The technical 
data presented is made easy to under- 
stand with drawings and graphs. 

An extensive bibliography of other 
pamphlets and books on radiation is 
also included. 

For your free copy of “Radiation 
Monitoring,” circle number 258 on the 
Reader Service Card. 
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Robert Harding, right, assistant chief engineer of Arma division, American Bosch Arma Corporation, points out to Frank McShane, cost-improve- 
ment expert, the high quality and contrast of an 11”x17” stock print reduced from an original 22”x 34” drawing. The print is a sample of many 
run off on an offset duplicator from an inexpensive offset paper master prepared xerographically by XeroX Model 1218 copying equipment. 


Mf? MA SAVES *82,000 YEARLY 


... reproducing 


‘Arma Division, American Bosch Arma 
Corporation, is saving $82,000 a year 
in the rapid reproduction of engineer- 
ing drawings, drawing-change notices, 
specification sheets, and parts lists. 
Arma manufactures midget brains for 
missiles and other intricate electronic 
devices. 

The $82,000 economy results from 
the installation of XeroX® Model 1218 
copying equipment and offset duplicat- 
ing to supplant conventional drawing- 
reproduction methods. 

XeroX Model 1218 copying equip- 
ment, operating on the principles of 
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engineering drawings 
drawing-change notices 
specifications sheets 
parts lists 


xerography—clean, fast, dry, electro- 
static—prepares inexpensive offset pa- 
per masters from original engineering 
drawings of A to D size. 

The larger drawings are reduced 
with fine legibility to 12”x 18” masters, 
from which multiple prints are quickly 
run off on offset duplicators. 

The quality of copies is superb. Yet, 
prints cost so little that engineers are 
encouraged to discard them after use, 
rather than re-file them. 

Drawing-change notices now reach 
production lines and suppliers faster 
than ever before. 


(Circle number 116 for more information) 


An Arma engineering library of ex- 
pendable drawings provides prints, run 
off in advance of actual need, for en- 
gineers’ self-service availability. 

Xerography can help you, too. Write 
for proof-of-performance folders show- 
ing how companies of all kinds and 
sizes are speeding paperwork duplicat- 
ing and saving thousands of dollars 
yearly by xerography. Haloid Xerox 
Inc., 59-192X Haloid St., Rochester 
3, New York. Branch offices in prin- 
cipal U.S. and Canadian cities. 
Overseas: Rank Xerox Ltd., London. 


HALOID 
XEROX 
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GF partitions don’t divide space... 


they multiply productivity 


Irving Gilman, Vice President and Project Director 
of the Institute for Motivational Research, says: 
“When privacy is employed to eliminate work- 
robbing distractions, productivity shows marked 
improvement. This is especially true with workers 
whose jobs require intense concentration or those 
who receive business visitors. Privacy boosts morale, 
too—satisfies the employee’s desire to work in 
quarters he regards as his own.” 

You can create privacy for your workers — over- 
night—with GF partitions; and as space requirements 
change, you can rearrange your GF partitions, 


quickly and easily. To boost productivity in your 
offices as much as 25%, call on GF—America’s largest 
maker of metal business furniture. Only GF offers 
complete planning, design and decorator services that 
take into consideration, not just space utilization and 
work-flow, but the many human factors that make 
for efficiency. 

An informative booklet, “PLAN To Prorit From 
Your Orrice INVESTMENT”, is yours for the asking. 
Just call your GF branch or dealer, or write The 
General Fireproofing Company, Department D-14, 
Youngstown 1, Ohio. 


GENERAL FIREPROOFING 








METAL BUSINESS FURNITURE 
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PUSH BUTTON MOTORIZED ROTARIES 





Many units are expandable 
and may be supplied 
either manual or motorized 
with compartment size 
and spacing to fit 
individual requirements. 


Application for many types of records: 


INDUSTRY 
GOVERNMENT 


TRANSPORTATION 
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UTILITIES 


service order dispatching 
inventory control 

routing and reservation 
subscriber records 


a 
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bring the work to the workers! 


Finger-tip control brings the record to the individual 
at working level—eliminates personnel movement and 
handling fatigue. Saves time of locating or filing— 
increases production. With all of the records easily 
accessible within the reach of several operators, the 
same personnel can accomplish more, easier and faster 
with greater coordination and less duplication of effort. 


Acme rotaries provide tremendous record capacity in 
minimum space. They can save up to 50% of floor space 
for a comparable number of records. 


An Acme representative is nearby, ready to give you 
all the facts about these modern, space-saving 
and work-saving rotaries. 


























ACME VISIBLE RECORDS, INC. * Crozet, Virginia 
C-200 
We would like more Company 
information on rotaries Adidvess 
for:.... records. 
(No. of records) Attention 
To be filed 7 
[_] Individually City Zone 
[] In books State ele 
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UNDERWOOD'S GOLDEN TOUCH CREATES 
A HANDIER, LESS COSTLY ADDING MACHINE... 





ELECTRIC ADDING- SUBTRACTING IN THE PALM OF YOUR HAND! 


In 14 months, Underwood has introduced 5 new 
products to master clear-cut paperwork problems. 


The phone-size, all-electric Add-Mate® has been a 
best-seller from the start . . . so neatly does it fit 
the needs of retailers, busy executives, profes- 
sional men, even housewives. 

By selecting universal, clear-cut paperwork 
problems—then seeking simpler, less costly solu- 
tions—Underwood has developed an extraordi- 
nary line of new products... 


Blalel(-a\,elele 


% % a compact data processing “package” to 
cut clerical costs in any size company. 

% % =a desk-size computer for virtually any firm 
employing over 100 persons. 

*% % an electric typewriter with an entirely new 
keyboard design to ease typing strain. 

There are more, of course, and still more on 
the way. For simpler, less costly ways to master 
paperwork, call Underwood. The advice you'll re- 
ceive is based on 64 years of experience. Prod- 
ucts are backed by over 2000 expert servicemen. 








Business machines and systems to master your paperwork 
















Clip out and route to: 

















Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


SALES BUILDERS 


HAVE SALESMEN SEARCH 
FOR SPECIAL MARKETS 


@ ONE OF THE BIG DIFFERENCES be- 
tween a good and a poor salesman 
is that the good salesman seeks out 
special markets and develops them, 
rather than scattering his energies 
haphazardly. 

This was one of the findings of 
a survey of 540 insurance salesmen 
made by Richardson, Bellows, 
Henry & Co., New York manage- 
ment consultants. 

Probing these salesmen’s work 
habits showed that the poor pro- 
ducers actually made more calls, 
worked more nights than top flight 
salesmen. 


Dr. Herbert Krugman, who con- ° 


ducted the survey, says the evi- 
dence indicates that efficiency and 
confidence, rather than hard work, 
is the answer to sales success. This 
despite the fact that 48% of the 
salesmen themselves attributed suc- 
cess to hard work. 

That hard work is not enough is 
proved by this survey tally: 


Weekly Poor 
activities 


Good 
salesmen salesmen 
Prospects seen 18.5 15.5 
Prospects both 

seen and 


phoned 19.2 15.8 
Interviews 

conducted 17 16.9 
Nights worked 3 2.5 


The man who's smart about his 
work habits gets more results with 
less effort than the man who ex- 
pends a lot of useless energy. 





Besides finding and becoming fa- 
miliar with special markets, the 
survey showed good salesmen: 

@ Used the telephone more often 
to screen prospects. 

= Spent more time servicing old 
accounts and less time prospecting 
for new ones. 

= Were less concerned with se- 
curity than the poor salesmen. 

® Were self-starters, needing little 
stimulating from management. 


UTILIZE SPARE TIME 
FOR PHONE CONTACTS 


@ WHEN YOUR OFFICE PEOPLE have 
spare time, why not put them to 
work on the telephone. There are 
many jobs they can do by phone— 
scout up sales leads, obtain re- 
orders or renewals, conduct. sur- 
veys, check mailing lists—to name 
just a few. 

For instance, C. E. Sheppard Co., 
Long Island City, N. Y., reports 
spare time telephone calls by clerks 
have helped build sales for one 
midwest Multi-Rite dealer. 

Employees follow a brief but 
effective script. It includes six ques- 
tions that encourage a prospect to 
buy. These spare moment calls have 
resulted in extra business and pros- 
pects seem to like the personal 
solicitation. 





FOLLOW THESE RULES 
WHEN YOU HEAD A MEETING 


@ WHEN YOU RE CALLED ON to act as 
toastmaster, lead a meeting or 
head a panel, these rules will help 


keep your program on beam and 
get results: 

1, Write down your agenda and 
follow it. 

2. Dont’ monopolize the program. 
You're there to keep the meeting 
on course. 

3. Don’t be all serious or all flip. 
A change of pace perks up the lis- 
teners. 

4. Don’t go overboard on introduc- 
tions. You may steal some of the 
speaker's thunder. 

5. Don't try to cram too much into 
too little time. 

6. Cut discussions short if they 
ramble on. 

7. Spot and call on the timid ques- 
tioner. 

8. Don't let aggressive or argumen- 
tative extroyerts hog the show. 

9. Steer—but don’t boss—the dis- 
cussions. 

10. Close the meeting on time. 


OFFER SOMETHING 
FOR NOTHING 


@ GIVING A BAKER'S DOZEN, 13 items 
for the price of 12, can promote 





sales for many products from books 
to office supplies, to soft drinks. 
The gimmick works at any level 

























—for the manufacturer, wholesaler 
or retailer. For instance, one pub- 
lisher offered book stores a free 
copy with each dozen ordered of 
one specific biography that the pub- 
lisher was promoting. 

A Kentucky grocery store threw 
in a thirteenth can free when a 
ease of canned goods was pur- 
chased. 

A Michigan shoe store set up a 
Family Shoe Club for all shoppers. 
After a family bought 12 pairs of 
shoes, it was entitled to select the 
thirteenth pair free. 

A Grand Union supermarket in 
Greenwich, Conn. taped an extra 
pack of cigarettes to a carton of 
Chesterfields as an inducement to 
buy that brand. 

Do you have a product that 
could benefit by the baker’s dozen 
sales booster? 








OFFER AWARDS 
FOR PRODUCT HISTORY 


@® IF YOUR PRODUCT DATES BACK a’ 


number of years, you can start 
people searching for records of its 
history. And you may be able to 
use the facts they uncover in a 
special promotion or an advertis- 
ing series. 

For instance, one distiller en- 
couraged amateur historians by 





offering a $250 reward for facts re- 
lating famous 19th century Ameri- 
cans to one of its brands. The 
interesting incidents uncovered 
were featured in a series of ad- 
vertisements. Results of the ama- 
teur sleuthing are bolstered by 





historical research conducted by 
the firm’s advertising agency. 

To promote the sale of pencils, 
the R-G Office Forms & Supply 
Co., Gary, Ind. built a display 
around a Civil War diary written 
in pencil. The words were still 
legible 93 years after they were 
recorded by a Union sergeant 
while imprisoned. 


> TIME SAVERS 


GUARD REMOTE GATE 
WITH TELEVISION 


® Gur On Corp.'s employees can 
now use a short cut and gain ac- 
cess to their working area, thanks 
to a TV system developed by Gen- 
eral Precision Laboratory. 

Formerly, 150 refinery workers 
lost time by taking a roundabout 
route through the main gatehouse. 
Now these personnel can be iden- 
tified via TV at the more con- 
venient auxiliary gate without 
diverting the guard force some 350 
feet away. 

Two closed circuit television 
cameras transmit views of the 
auxiliary entrance to two 17-inch 
monitors in the gatehouse. One 
monitor shows a split-screen image 
of the worker's face and badge. 
The other keeps him in sight while 
going through the turnstile. 

After identification is made, the 
guard presses a button to release 
the electrically operated gate. An 
intercom system is used to answer 
any necessary questions. 


TRAVEL TIPS 


DON’T OVERTIP 
ON YOUR TRIP ABROAD 


= Tiprinc can be a significant cost 
item when you travel abroad, espe- 
cially if youre not sure how much 
to tip, and play it safe by being too 
generous. 

Here are a few authoritative tips 
on overseas tipping suggested by 
World Traveler and Columnist Art 
Buchwald: 


If you go by air, relax; you can 


forget about tipping except for 
porters. 

On board. If you travel by ship, 
size of gratuities varies with accom- 
modations. 

If you go first class, tip the cabin 
steward and dining room steward 
$10 each. Slip the deck steward $3 
to $5. The head dining steward gets 
$5 to $10, depending on how accom- 
modating he has been. If you use 
the wine steward, reward him with 
$5 a trip. If you ring for the night 
steward often, give him $2. Tip the 
bar or smoking room attendant 15% 
to 20% of each check. Anytime you 
use a bellboy or messenger, give 
him about a quarter. 

If you go cabin class, cut these 
figures by one-fourth. If you go 











tourist, you can cut these tips in half. 
In both these classes, there’s a bath 
steward. He gets $3.50 cabin class, 
$2 tourist. 

Arrival, When you land, a pretty 
safe porter tip in all countries is 
20¢ a bag—in the currency of the 
country. 

Beware the type taxi you hail 
abroad. It can be an expensive trip. 
Private taxis often pad fees to pay 
commission to hotel porters. Check 
the meter and give a 15% to 20% tip 
plus a little extra for handling 
luggage. 

When you leave a hotel, keep 
your hands in your pocket. Your tips 
are already on the bill. Even the 
concierge or head porter receives 
commissions on the services you've 
been billed for. 

England is an exception where 
they practice the American system 
of tipping—but less lavishly. A shill- 
ing (seven to $1) is a big enough tip 
for any usual service. 

If you take a European sleeper, 
tip the porter $1 per person a night. 
Dining. Most restaurants on the 
Continent add a 12% to 15% service 






MANAGEMENT METHODS 






charge to your check, so that takes 
care of the waiter. To find out if a 
tip is included, just ask. The phrase 
is, “Service compris?” and is under- 
stood everywhere. 

Remember, unlike here, Euro- 
pean headwaiters or captains expect 
no tip. There is no seat juggling as 
in this country. In first class restau- 
rants, if the captain prepares a spe- 
cial dish for you, you might reward 
him with $1 or $2. . 

A maximum of 15¢ to 25¢ is suffi- 
cient for cloakroom and washroom 
attendants. Be sure to tip the latter. 
They make only about $50 a month. 

Another pointer: in Italy and 
France usherettes in movies, thea- 
tres and the opera expect 10¢ to 20¢ 
for showing you to your seats. In 
England, if you take a program, give 
the usherette a shilling. 

Study a money chart and learn 
the dollar equivalents. (There's a 
currency conversion chart included 
in the TWA guide for travel abroad. 
For a free copy, circle number 245 
on the Reader Service Card.) In 
countries where prices are cheap, 
such as Austria, England and Spain, 
you tip less than you do in France, 
Switzerland and the Scandinavian 
countries. 

If still in doubt, you might follow 
Art Buchwald’s practice. When he’s 
not sure what to tip, he holds out 


a handful of coins to the taxi driver © 


or hotel employee, and asks him to 
take a fair tip. Evidently this trust 
flatters the individual. At least 
Traveler Buchwald says no one has 
taken advantage yet of his select- 
your-own-tip system. 





CosT CuTTeERS 


SPARK SAFETY DRIVE 
~ WITH ROULETTE WHEEL 


= A GAME OF CHANCE has deterred 
workers from taking a chance at 
Ohio Power Co. 

Before a roulette wheel was in- 
stalled at the Dennison, Ohio plant, 
there were four disabling accidents 
in 10 months. During the next 10 
months, the wheel of safety turned 
and there were no injuries. 
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This is how the safety roulette 
was played: Each worker was as- 
signed a tooth on the wheel of 
safety, designed by Senior Foreman 
H. D. Liggett. If the employee had 
an accident, the tooth was painted 
out for the year. 

Once a month, the wheel was 
spun at a safety meeting. The lucky 
winner was awarded a cash prize— 
provided his tooth hadn't been 
painted out. 

To build interest in the game and 
remind everyone to continue to 
play it safe, the wheel was moved 
frequently to different locations. 


MORALE BOOSTERS 


PUBLICIZE FRINGE BENEFITS 
IN DOLLARS AND CENTS 


® IF YOU DON’T SPELL oOuT benefits, 
employees may be unaware of the 
extent of the extras provided by the 
company. 

To publicize its fringes, Ford 
Motor Co. used a comic strip type 
booklet to talk about. the actual 
dollar value of each benefit. It chose 
the federal tax deadline date as the 
appropriate time to remind workers 
of present and future benefits. 

Since 1954, the East River Sav- 
ings Bank, New York, has made an 
individual accounting to each staff 
member of welfare and benefit pro- 
grams. A 10-page printed booklet 
gives details of the program. Indi- 
vidual figures are entered in a con- 
fidential copy given each employee. 
This shows him in dollars and cents 
what the bank contributes to his 
own personal benefits. President 
George O. Nodyne says these per- 


mirably promoted good employee 
relations at the five branches of the 
bank. 





TRANSLATE LEGALESE OF 
BENEFITS FOR EMPLOYEES 


@ ROME CABLE CoRP., Rome, N. Y. 
leaves nothing to imagination or 
misunderstanding in its compre- 
hensive 94-page employee manual. 

Everything of interest to workers 
has been incorporated into one 
loose leaf binder for ready refer- 
ence. Each office and plant em- 
ployee is given his own: personal 
copy of the manual. 

All programs, benefits, practices 
and policies are couched in easy-to- 





digest terms. Facts presented are 
amplified with questions and an- 
swers, examples and charts. 

Indexed sections explain life in- 
surance, health care, disability in- 
come, employee dividends, profit 
sharing and pensions. A general 
section covers other areas of inter- 
est from work hours to smoking 
privileges. 

Pages are color coded by subject, 
dated and numbered so material 
can easily be expanded and kept 
up-to-date. Bound in the book are 
several envelopes for filing insur- 
ance policies and also for filing 
other records. 

President A. D. R. Fraser reports 
reaction to the all-under-one-cover 
employee guide has been good. 
Further, updating loose pages has 
proved less expensive than reprint- 
ing entire booklets. 


sonalized benefit reports have ad-— 
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‘This Cole office is designed for a busy executive 
... one who insists on the prestige of fine furni- 
ture combined with efficiency. Notice the marked 
individuality of the colorful, two-tone executive 
desk, the chairs contoured to fit your body. Note 
how the credenza and table blend with the decor 
of the office. Here, indeed, is an atmosphere of 
personal comfort and good taste that immediately 


OLE 


NEW YORK CITY ¢ CHICAGO ¢ PHILADELPHIA ¢ LOS ANGELES 


e SAN FRANCISCO e¢ HOUSTON e¢ ATLANTA e 





Your company is judged by the office you keep... 





puts clients at ease while providing an inspiring 
setting in which to work. This is but one example 
of how Cole will enrich your office with furniture 
of distinctive styling and lasting beauty. See for 
yourself why Cole is so far ahead in the office 
equipment field. Send for our FREE color catalog 
... today! Cole Steel Equipment Company, Inc., 
Dept. 46, 415 Madison Ave., New York 17, N. Y. 





TORONTO, CANADA 


(Circle number 106 for more information) 
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THE DOW CHEMICAL COMPANY 











GENERAL 
ELECTRIC ALLENTOWN. PA. 
COMPANY 
MILLER 
BREWING 
COMPANY 





AMERICAN MANAGEMENT 
ASSOCIATION, INC. 


FordNotor Company, 


THE UNIVERSITY OF MICHIGAN 
MEDICAL CENTER 


Monsanto 











MICHAEL REESE HOSPITAL 








THE DETROIT 
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THE PENNSYLVANIA 
RAILROAD COMPANY 





PARKE-DAVIS 


Sheraton HOTEL 
PHILADELPHIA 


EDISON COMPANY 


West Virginia 
Pulp and Paper 


Melee Save! Hagia 


THE PORT OF 
NEW YORK AUTHORITY 
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PITTSBURGH 
PLATE GLASS COMPANY 
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NATIONAL 
BISCUIT 
COMPANY 





















Time is money to YOU, too! 


Like the organizations named here, you can save 
time, boost efficiency with a PAGEMASTER® Selective 
Radio-Paging System by Stromberg-Carlson. 

Whether your organization numbers fewer than 
a hundred people—or many thousands—you can 
have a system engineered to meet your particular 
requirements. PAGEMASTER serves with equal effec- 
tiveness in industrial plants, hospitals, department 
stores, construction projects, hotels, oil fields, stadi- 
ums—to name just a few examples. 


A PAGEMASTER system is compact and easy to in- 
stall. It consists of three basic components: transis- 
torized receivers that fit easily in jacket or shirt 
pocket; an encoder, about the size of an adding ma- 
chine, located next to your telephone switchboard 
and used by the operator to signal holders of receiv- 
ers; and a transmitter. Systems are available for 
lease or purchase. 

For details, contact the PAGEMASTER distributor 
in your area, or write to us at 201 Carlson Road. 











“There is nothing finer than a Stromberg-Carlson”’ 


STROMBERCG-CARLSON 


A DIVISION OF GENERAL DYNAMICS CORPORATION 
Pagemaster Sales e Rochester 3, N. Y. 
Electronic and communication products for home, industry and defense 


Several excellent terri- 
tories still open. Distrib- 
utor inquiries welcome. 
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What does a petroleum executive read ? 


Says F. O. Koontz: “Jn today’s fast-moving, rapidly changing business 
scene, ideas or suggestions which may contribute to the efficient handling 
of administrative problems are most important. Any source of valuable 
information which assists in the skillful handling of daily work at all 
management levels can be of tremendous value when it is properly used. 
Management Methods 7s one such source of help I like to tap. It contains a 
wealth of ideas and suggestions neatly presented in concise, usable form.” 


F. O. Koontz is president of the Quaker State Oil Refining Corp., Oil City, Pa. 
Employees — 1,400 Annual sales fiscal 1958 — $49.9 million 
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DO YOU KNOW THE LAW ON 


Oral contracts 


WHEN ARE THEY BINDING? 


The question—Is an oral sales contract binding when 
there has been neither a down payment nor a partial 
delivery of goods? 


The answer—No, not if the contract is for the sale 
of goods worth $500 or more (less in a few states). 
Such contracts are enforceable only when some pay- 
ment is made on account or a partial delivery is made. 

This provision is based on the Statute of Frauds, 
enacted by the English Parliament over 2% centuries 
ago. It says in part, “No contract for the sale of any 
goods, wares or merchandise for the price of 10 
pounds sterling or upwards shall be allowed to be 
good except the buyer shall accept part of the goods 
so sold and actually receive the same or give some- 
thing in earnest to bind the bargain or in part of 
payment or that some note or memorandum in writ- 
ing of the said bargain be made and signed by the 
parties to be charged by such contract or their agents 
thereunto lawfully authorized.” 


Case one—A purchaser sued a farm equipment dealer 
for $25,000-—the purchase price of three tractors. 

To pay for the tractors, the purchaser deposited 
$25,000 in a bank to the dealer's credit. The deposit 
carried this stipulation: “Available by your drafts at 
sight, 100%, invoice value, accompanied by related 
bills of lading.” 

Three days after the deposit, the dealer notified the 
purchaser, “Not accepting offer for equipment. Have 
instructed bank to return your letter of credit.” 

In the suit, before a federal court in Alabama, the 
purchaser contended that the letter of credit was a 
payment to the dealer, as required by the Statute of 
Frauds. The Alabama court referred to a similar con- 
troversy that had been before a Nebraska court. 

There, a purchaser sued a man who had agreed 
orally to sell him 10 shares of stock. The shares were to 
be deposited in a certain bank. The purchaser agreed 
to deposit $900 in that bank, payable to the seller 
when he delivered the stock to the bank. When the 





Note — This feature is offered as a general guide only. Consult your attorney 
on specific legal problems. 
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Count BOTH and 1,001 
Other Items with 


VARY-TALLY 


Multiple-Unit Reset Counter 


To know WHICH prod- 
ucts, styles, sizes or flavors 
are “hot” and WHICH are 
a | their feet — 
COUNT! Whether you are 
a manufacturer or mer- 
chant, distributor or dealer 
— Vary-Tallies can tell you 
uickly How Many of 
t, Where and When — 
Now as against Last Year, 


How to tell a 
"Better Mouse Trap" 


from a 





Compactly set up on stands in tiers, 
the Vary-Tally can be supplied in any 
of 66 combinations, up to 6 banks high 

and 12 units wide with a minimum of 
2 units wide. Also single units. 


Last Month or Yesterday. 
Traffic engineers, estima- 
tors, laboratories, ware- 
houses, offices, restaurants, 
mail and phone order de- 
partments, payroll ple 
and many others find keep- 
ing score is no chore with a 
Vary-Tally. What do you 
want to count? Write for 
news sheet and prices. 











VEEDER-ROOT INC. Ona E - eaneee e Cote 
Hartford 2, Conn. @® Offices and Agents in Principal Cities 
“THE NAME THAT COUNTS” 
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AN EVENT TO REMEMBER 


(Mark it on your calendar now!) 


A vast and exciting panorama of the latest developments 
in office equipment and services will be here for you to 
see, examine, and project into your plans for a bigger 
tomorrow! Every type of office product, system and 
service will be represented. Every facility for your 
comfort and convenience will be provided. This all- 
industry Exhibit is the only one of its kind in the 
country and the forerunner of more to come.* Mark it. 
on your calendar now — and plan to attend. 








ADMISSION BY INVITATION ONLY 


*Chicago — March 15, 16, 17, 18 — 1960 
*Dallas — October 19, 20,21 -— 1960 
OFFICE EQUIPMENT MANUFACTURERS EXHIBITS, INC. 
Rudolph Lang, Managing Director of Exhibits 
777 Fourteenth St., N.W., Washington 5, D.C. 
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Universal Atlas Cement Co., subsidiary of U. S. Steel Corp., N. ¥. C. 


...then tables are 
quickly stored 
under the projection 
boothand... 


it’s an auditorium! 





Custom built for Uni- 
versal Atlas Cement 
Co., this HOWE Fold- 
ing Table has Formica 
top and drop edge. 


Same room, twice the space 
ooo with new, custom-built 


HOWE FOLDING TABLES 


Multi-purpose use of valuable floor space at Universal 
Atlas Cement Co. “decreases space costs, increases 
space usage, improves general operating efficiency.” 
So finds Alwyn W. Ogden, Office Manager. 

HOWE Folding Tables are an important part of Uni- 
versal Atlas’ Multi-purpose room set-up. Handsome 
HOWE Folding Tables fold and unfold in seconds, can 
be handled by one man. 


FREE! Make more efficient use of valuable floor 
Space with HOWE Folding Tables. For free informa- 
tion, write for illustrated folder today. 

Custom Division 


HOWE FOLDING FURNITURE, INC. 
1 PARK AVENUE, NEW YORK 16, N. Y. 


| HOWE FOLDING FURNITURE, INC., Custom Division | 




















1 1 PARK AVENUE, NEW YORK 16, N.Y. MM-59 | 

| Please send me your free, illustrated folder describing 

i custom-built HOWE Folding Tables. | 

| My name. Title | 

1 Company | 

Address | 
City Zone State. | 
SSL ERNIE ES PS ILLES TI TOT 
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seller refused to transfer the stock, the purchaser 
brought suit against him to compel him to do so. 

The seller used the Statute of Frauds in his defense, 
claiming that the sales agreement was made orally 
and no payment or delivery was made. The Nebraska 
court, refusing the purchaser recovery, ruled: 

“Now no memorandum subscribed by the parties 
to be charged has ever been made. Nor were the 
shares or any evidence of them at any time delivered 
or the purchase price or any of it, at any time paid. 
Nor do we think that for any of these purposes the 
bank can be considered as the agent of either party.” 

With the Nebraska case as precedence, the Ala- 
bama court ruled: 

“The purchase price was not available to the dealer 
until it had loaded the tractors on railway cars and 
delivered the bills of lading and invoices to the bank. 

“Under the terms of the letter of credit, the dealer 
was without authority to draw on the bank for the 
account of the purchaser unless the documents re- 
ferred to accompanied the draft. Money deposited 
with another to be paid over on a delivery of the 
goods contracted for does not constitute payment 
within the meaning of the statute. 

“There must be an actual transfer or delivery of 
the property or money agreed to be given as payment. 
The mere tender of payment if unaccepted by the 
seller is not sufficient.” 

Tractor Supply & Overseas Exchange Co. vs. 
Ellard Contract Co., 119 F.S. 814, Alabama. 


Case two—Under an oral agreement, a check for 
$25,000 was deposited in escrow for the purchase of 
all the capital stock of a California box company. 
A federal court in California ruled that the purchase 
agreement was unenforceable and was within the 
provisions of the Statute of Frauds. It stated: 

“Can it be said that there was part payment which 
took the oral contract out of the statute, notwith- 
standing the fact that no title to the check or to any- 
thing else passed to the seller? Payment is performance 
of an obligation for delivery of money. 

“The performance may take place by the accept- 
ance of other things of value instead of money but 
there is only payment when the money or other 
things of value are given and accepted in discharge 
of the obligation in whole or in part. 

“Purpose of the Statute of Frauds is to prevent 
fraud and perjury with respect to certain agreements, 
by requiring for enforcement the more reliable evi- 
dence of some writing signed by the party to be 
charged. The rationale of the provision permitting 
part payment to satisfy the statute is that when an 
overt act has taken place which presupposes that a 
sale or agreement to sell has been concluded, the 
danger of fraudulent invention and perjury is 
diminished. 

“Although the proof of actual payment must some- 
times also rest in parol there can be no good reason 
to extend the part payment provision by artificial 
construction to transactions which do not provide 
the protection that is the purpose of the statute.” 

Sousa vs. First California Co., 225 Pac. 2nd 955, 
Calif. 
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ACCO BINDS PAPERS IN SECONDS 











ACCOGRIP® holds together business or personal papers, work sheets, photos, artwork. No marring. You insert or remove sheets instantly. 


ONE FINGER DOES IT! 


e press to open e press to close 
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SURE GRIP. Test it yourself! Accogrip has HOW MANY USES have you for Accogrip? NEW! Revolutionary mechanism. Closed- 
1%” capacity — yet holds even one sheet Ideal for reports, letters, records, blue- back design. Genuine pressboard cover— 
securely. Contents stay put until you prints, catalogs, photos, sheet music. firm, flexible, long-lasting. Red, black, 
release spring-action grip. Keeps material on hand, intact, in order. grey, green or blue. Letter or legal size. 


®> 
50 YEARS of leadership in binder design and filing systems ACCOG a? ‘ - 
precede Accogrip. Now at office outfitters everywhere. Or write: 5 


ACCO PRODUCTS, Division of Natser Corporation; Ogdensburg, N. Y. 
In Canada: Acco Canadian Co., Ltd., Toronto. ACCO PUNCHLESS BINDER 
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| we know the ‘extras’ 
are important!’’ 














—says F 
PAUL MANGAN { 
National Convention Mer. : 
Sheraton Hotels a 
“T really don’t know which Sheraton ‘extras’ people Put your own sales-meeting problems into the capable 
peop y 
appreciate more — the little ones or the big ones. I have hands of our Sheraton Sales Staff. These experts will ar- 
pp g p 
sometimes felt that a guest speaker at a convention was range for meeting rooms and banquet halls, plan menus 
g £ 
as impressed by a stitch-in-time for his suit ... as he was and entertainment — handle the hundreds of details to 
by the complex TV hook-up that carried his speech across make your stay at a Sheraton Hotel a complete success. 
the nation. . 
FREE PLANNING GUIDE AND CHECK LIST of 149 items : 
“The important thing is that you can rely on a wide va- — to help your next banquet or convention run smoothly. Q 
riety of special services at Sheraton Hotels. This atten- Write to: Sheraton Hotels, National Convention Office, i 
tion to extras is further assurance that your convention Sheraton-Park Hotel, Washington, D. C. And ask how : 
or sales meeting will be smooth-running and trouble-free.” Sheraton can help solve your specific problems. : 
Coast to coast in the U. S.A., in Hawaii and in Canada 
EAST PHILADELPHIA, Pa. BINGHAMTON, N.Y. OMAHA, Neb. CEDAR RAPIDS, lowa WEST COAST HAWAII i 
NEW YORK CITY Sheraton Hotel Sheraton Inn Sheraton -Fontenelle Sheraton-Montrose Royal Hawaiian j 
Sheraton-East PROVIDENCE, R.! AKRON, Ohio SAN FRANCISCO, Cal. Princess Kaiulani ' 
eee) Sheraton-Biltmore MIDWEST Sheraton Hotel SOUTH Sheraton-Palace | ner 
Sheraton-McAlpin SPRINGFIELD, Mass. CHICAGO, III. Prorat oe aa MOBILE, Ala. LOS ANGELES, Calif. 
Sheraton-Russell Sheraton-Kimball Sheraton-Blackstone The Battle House Shenton CANADA 
Sheraton Towers FRENCH LICK, Ind. eraton-Wes MONTREAL 
seers. une. ALBANY, N.Y. DETROIT, Mich French Lick-Sheraton LOUISVILLE, Ky. (formerly the Sheraton-Mt. eyes 
ae rab = Sheraton-Ten Eyck Sheraton-Cadillac RAPID CITY, S. D. Sheraton Hotel Sheraton-Town House) The Laurentien : 
GTON, 0.6, ROCHESTER, N.Y. CLEVELAND eraton-Johnson @ Watterson TORONTO, Ont. : 
iomeler Sheraton Hotel Sheraton-Cleveland ee DALLAS, Texas comaeee ll King Edward Sheraton : 
PITTSBURGH, Pa. Soren 0, IY. CINCHNRATI, Oblo Sheraton- Warrior Sheraton-Dallas saaieiae a NIAGARA FALLS, Ont. 
piel som sia SIOUX FALLS, S.D. AUSTIN, Texas , Oregon ’ | 
BALTIMORE, Md. SYRACUSE, N.Y. ST. LOUIS, Mo. Sheraton-Carpenter Sheraton-Terrace Sheraton-Portland Hotel HAMILTON, Ont. t 
Sheraton-Belvedere Sheraton-Syracuse Inn Sheraton-Jefferson Sheraton-Cataract Motor Hotel (Opens fall 1959) Sheraton-Connaught 
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Fast-growing, publicly-owned Ryder System also operates truck lines in 22 Eastern and Southern states. 
(Circle number 127 for more information) 
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Lease your trucks 
from RYDER 

and budget 
transportation costs 


in advance! 


You do away with all “guesstimating”’ of 
truck transportation costs when you lease 
your trucks from Ryder! Because you buy 
your trucking “‘by the mile,” you can budget 
accurately, in advance. 


Ryder supplies everything but your drivers 
. . . provides you with exactly the kind of 
Fords or other dependable trucks for 
your needs, painted to your specifications. 
Perfect maintenance is guaranteed. 


And don’t overlook these advantages, too: 


1. You free working capital for more 
profitable uses, and investments. 


2. You get uninterrupted transportation 
—no delays, no stoppages at any time. 


3. You free valuable executive talent for 
more productive functions. 


You’ll find it worth your while to get the com- 
plete Ryder Truck Rental story. Ask us now! 


Write today for free brochure, ‘“‘How Modern 
Management Can Profit from Truck Leasing’”’ 
and/or Ryder System’s 1958 Annual Report. 


eS 


RYDER SYSTEM, INC. 


Leasing Division 
GENERAL OFFICES: ENGLE BUILDING, P.O. BOX 33-816, MIAMI, FLA, 




















speeds work for everyone 





in the office 


Ozalid copying can replace time-consuming, money-wasting hand- 
copying, and retyping of reports, orders in every department of 
your business. ¢ Put the original in your Ozalid machine; seconds 
later out come clear, dry copies. No retyping, no proofreading, 
no fuss! « The desk-top Ozamatic turns out up to 1,000 copies of 
814" x 11” size in an hour, at lowest cost of any copying process. 
¢ There’s a full line of Ozalid products for every copying need. 
¢ Call your local Ozalid representative, or mail this coupon for 
full details on Ozalid’s complete line of products. 


Whiteprint machines 

Microfilm equipment 

Audio-visual products 

Sensitized materials 

Products for design Division of General Aniline & Film Corp., 
Lithographic products In Canada: Hughes-Owens Co., Ltd, Montreal 


(Circle number 112 for more information) 
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| Ozalid, Johnson City, N.Y., Dept. T-7 
| Please send me full information | 
| on the following Ozalid products: | 
| Whiteprint machines [J Microfilm equipment [) | 
} Audio-visual products (J Sensitized materials DF | 
| Products for design (J Lithographic products (J l 
| | 
Name 
| | 
| Company | 
| Position | 
Address 
| City Zone | 
I State | 
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Rush job or routine. . . you benefit with MAC 


Lessen the pressure on your rush jobs 
by ordering control panels from MAC... 
where 90% of orders are shipped within 
16 working hours. 

When there’s no such hurry .. . you still 
benefit. MAC panels provide new standards 
of quality . . . with stronger frames, closer 
tolerances: and attractive, non-smudging 
finish. 

Whether your need is immediate, or in 
the future, you benefit by ordering MAC 


panels and wires. 
High Point North Carolina 
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No Excise Tax on MAC products. 


Whether for wholly new installations or old, 
you pay no excise tax on MAC panel or wire 
purchases. 


WRITE FOR ADDITIONAL INFORMATION OR CALL YOUR MAC REPRESENTATIVE TODAY! 


(Circle number 120 for more information) 
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IDEAS FROM TWO PROS AND FIVE BUSINESSMEN 


How to practice 
practical politics 
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Stop talking about the political weather outside and start doing something 


about it. This is the charge being made to businessmen. And facts show 


there are things you can get done with minimum time and political training. 


who engage in politics automatically harm their own interests.” 

Democratic Chairman Butler: “The best way for business 

to get into politics is for executives to get a first-hand acquaintance 
with the political facts of life.” 

The Democratic and Republican National Committee Chairmen 
were talking before a recent meeting of the American Management 
Association in New York. With them on the program were five expe- 
rienced business executives. 

The businessmen did not agree entirely with all that the party 
chairmen said—nor did they agree entirely among themselves. But 
everyone did agree when Paul Butler said simply: “Businessmen 
belong in politics.” 

What can and should businessmen do, politically, to improve the 
business climate in their communities, states and the country as a 
whole? The seven speakers on the AMA program offered some very 
practical, very specific ideas, based on their own experience and 
experiment. These ideas, condensed from the AMA program, appear 
on the following pages. 


RR vivenes Chairman Morton: “It is a myth that businessmen 
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New York 





mw For 15 years we tried—and failed 
—to improve the business climate 
in the communities where our com- 
pany operates. 

Now we have changed to an ap- 
proach that is getting results. 

Our old approach can be called 
the “one-way street” community 
relations approach. It was based on 
the two-point formula: 1) live right 
in the community, and 2) tell the 
community about it. 

An aspect of this approach is the 
“meet and eat” method, where the 
manager goes down to the hotel in 
the evening, eats rubber chicken 
with his fellow businessmen and 
deplores the local business climate. 
Somebody suggests that Fosdick be 
appointed to chair a committee to 
study the problem. Everyone thinks 
this is a wonderful idea. It means 
the problem can be delegated so 
that everyone but Fosdick can go 
back to his plant and, temporarily 
at least, forget about the business 
climate problem. 

We thought there must be a 
better approach than this. We 
found out there is—and we are now 
applying this new approach. It is 
not a program; it is an operating 
procedure for our managers. 

It is based on the same approach 

«that management uses to tackle its 
tough internal problems: 


STEP ONE. The first step is ap- 
praisal. We have developed a 
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WILLARD V. MERRIHUE 
Manager, Community & Business Relations 


“Guide to Making a Business Cli- 
mate Appraisal”* so that our mana- 
gers may do their own local climate 
research. This guide requires an- 
swers to 187 questions in nine dif- 
ferent categories. The bad symp- 
toms of the climate are then drawn 
off on a worksheet and traced back 
to the root causes. 


STEP TWO. Our managers are then 
ready to determine their specific 
goals, either short range or long 
range. These goals might be to de- 
velop a skilled labor supply, im- 
prove educational standards and 
teacher compensation, work for im- 
partial law enforcement, prevent 
and remedy urban blight, or bring 
a college to the community. 


STEP THREE, Steps One and Two 
are relatively easy. The real mind- 
stretching work takes place in Step 
Three. Here the manager is re- 
quired to determine, plan and dele- 
gate the work required to achieve 





*FREE GUIDE AVAILABLE 
General Electric has agreed to 
send to MANAGEMENT METHODS 
readers a sample copy of its 
34-page “Guide to Making a 
Business Climate Appraisal.” 
However, only a limited supply 
is available. 

For your free copy, circle number 
250 on the Reader Service Card. 











Idea: Tackle political problems with methods you use on 


business problems. 


the goals he has set. He asks him- 
self these questions: 


= How much can I get done in my 
role as president, chief executive or 
general manager of the business in 
this town? Not too much! 


=" How much can I get done 
through my middle managers, su- 
pervisors, foremen and my profes- 
sional employees? A lot! 


= And how much can I get done 
through enlisting the support of our 
individual employees, our non- 
exempt salaried and blue-collar pro- 
duction workers? Here is a real 
gold mine. These employees are 
willing to work to help improve 
the business climate if we explain 
to them what they need to do and 
why. 

Now the manager looks at differ- 
ent approaches available to him. 
He considers mass communication 
with employees, business neighbors, 
suppliers. He explores participa- 
tion in civic groups. He decides 
what he needs to get done through 
direct political action, and then 
what he has to do to develop ap- 
proval and votes for factors essen- 
tial to a favorable business climate. 
Let’s look at each of these ap- 
proaches. 


COMMUNICATING. Our managers 


start by communicating with their 
own employees. I know of one 
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a Businessmen achieve maximum ef- 
fectiveness in politics when they work 
as citizens rather than as representa- 
tives of just one segment of the 
economy. The success and even the 
survival of the two-party system would 
be seriously threatened if either of the 
major parties lost its identity as a 
national organization representative of 
numerous groups and many areas. 

Inevitably ‘there would emerge a 
number of splinter parties such as we 
have seen in many other countries. 
There might be a farmer's party, a 
veterans’ party, and a states’ rights 
party. With this would come complete 
political chaos. 

Businessmen can help prevent such 
a development. They can do it by be- 


SEN. THRUSTON B. MORTON 
Chairman 


Republican National Committee 


idea: 


political service. 


coming more active in the affairs of 
both political parties. And by becom- 
ing active, I mean much more than 
just registering and voting. 


UNGLAMOROUS CHORES. Men of 
the business community should not 
hesitate to undertake such often un- 
glamorous but highly important politi- 
cal chores as doorbell-ringing, poll- 
watching and even soap-box orating. 
They should not shirk the sometimes 
painful duty of contributing to the 
party of their choice. 


EMPLOYEE ACTION. I make this 
special plea to employers: encourage 
your employees to become more active 
in local political activities. If you per- 
mit an employee to give a few days 
of his time to charitable fund drives, 
it seems to me that you should also 
encourage people within your com- 
pany to serve their community in other 
ways. There are many elective and 
appointive offices at the local levels 
which do not make excessive demands 
upon the individual’s time. It is pos- 
sible for a man or woman to serve on 
a school board or a city council or a 
county board of supervisors or in the 
state legislature and still operate a 
business or work at a regular job. 
Countless thousands of Americans are 
doing it. 


As with military service, give people time off for 


Businesses permit members of the 
military reserves to perform their mili- 
tary duties and still retain their civilian 
jobs. The same rule should apply 
where community service is involved. 


REPRISALS? It is a myth that the 
businessman who engages in politics 
automatically harms his own business 
interests. This could happen only if 
a man sought to obtain special privi- 
leges through political activities. Thou- 
sands of businessmen, Republicans and 
Democrats alike, testify that a man 
can be active in both business and 
politics without jeopardizing his live- 
lihood. 


PARTY SUPPORT. There are several 
reasons tor the indifference of many 
American citizens toward their voting 
rights. But the man who raises my 
blood pressure the most is the one who 
says there are no candidates on the 
ballot who merit support. This is gen- 
erally the same fellow who has never 
done one thing to see to it that on 
election day there are qualified candi- 
dates to support. He doesn’t belong to 
any party. He won't participate in 
primaries or conventions. He won't 
lift a finger to help make our processes 
of government function properly. And 
yet he complains when the choice is be- 
tween Tweedledee and Tweedledum. 





manager who recently held a 10- 
hour seminar with about 100 of his 
employees representing managers, 
hourly workers and non-exempt 
salaried workers, including union 
officials. Half of this was on com- 
pany time and half was on their 
own time in the evening. He di- 
vided them up into 10 groups, each 
with a chairman and a resource 
leader. Each group took a different 
aspect of the local business climate 
—education, taxation, local govern- 
ment, cultural, labor-management 
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relations, etc. This turned out to be 
one of the most successful things 
he had ever done to get the interest 
of his employees and their deep 
personal involvement. 

In most of our plants, we find 
mass communication media being 
employed: house organs, manage- 
ment newsletters, employee infor- 
mation meetings, letters to em- 
ployees’ homes, political recogni- 
tion night, community newsletters, 
articles and ads in the city press, 
etc. Our manager already has these 


media established. So, knowing 
what goals he wants to accomplish, 
he needs then simply to decide 
how much time or space he is going 
to budget in each of these media 
to the advancement of each of 
these goals. 

The AFL-CIO has a very care- 
fully developed set of goals and 
consistently budgets space in union 
magazines and newspapers to the 
advancement of those goals. They 
are far ahead of us. We have been 
considering our employee house 
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PAUL M. BUTLER 
Chairman 


Democratic National Committee 


id ©Ca|AXE invite candidates of both parties to tour your plant 


and discuss issues. 


® Businessmen belong in politics. But 
the important thing is how you go 
about it. The wrong kind of political 
participation can do more harm than 
good. 


THE WRONG WAY. Those business- 
men who enter the political arena only 
to secure special advantage create sus- 
picion of the business community. 

Businessmen who think politics and 
government can be run just like a pri- 
vate business are going to commit some 
gigantic political boners. Businessmen 
ought not to think that they are neces- 
sarily any more able to deal with gov- 
ernment decisions than the government 
is to run their business. 

There is the well-known feeling of 
many businessmen who think that, 
once they have decided to enter polli- 
tics actively, they should immediately 
occupy the same relative rank and 
status in the political hierarchy that 
they have in business. 


THE RIGHT WAY. The best way for 
business to get into politics is for each 
businessman to recognize that he is a 
citizen first and a businessman second. 

He should then encourage all em- 
ployees, from top executives to the low- 
est paid laborer, to participate person- 
ally in the party of their own choice. 

Employees should be assured that 


they will not be penalized if they do 
not hold the same political views as 
the boss. 

This means giving up the practice, 
still quite prevalent, of virtually ostra- 
cizing employees who show certain 
political leanings. 

It means a firm resolve on the part 
of the boss himself, and other execu- 
tives in the firm, that they are going to 
do something more than just give 
money to a party, or pay other people 
to do their political work for them—a 
resolve that they are going to partici- 
pate personally and get a first-hand ac- 
quaintance with the issues and the 
political facts of life. 

The businessman has every right to 
make his views knowa to his em- 
ployees, but he has no right to try to 
force his employees to accept his views. 

Getting business into politics in the 
right way means setting up training 
sessions to acquaint employees with 
political operations. 

It means doing what corporations 
such as Aerojet have done by encour- 
aging every employee from top to bot- 
tom to make a financial contribution 
to the party of his choice, and by set- 
ting up within the company a registra- 
tion drive among employees. 

It means inviting, as many corpo- 
rations did in 1958, the candidates of 


an 





































PRACTICAL POLITICS 


both parties to tour the plant, meet the 
employees and talk with plant per- 
sonnel about the issues of the cam- 
paign. 

It means supporting the right of your 
employees to stand for public office and 
making it possible for them to obtain 
leaves of absence in order to accept 
governmental posts without jeopardy to 
their seniority or standing in the firm. 

Finally, it means that the business- 
man has to be as interested in the 
neighborhood where his workers live 
as he is in his own residential com- 
munity. He has to be as concerned 
about the growth of his nation, his city 
and his state as he is about the growth 
of his business. 





organs too much in the light of 
employee benefits or entertainment 
devices rather than prime manage- 
ment tools for improving the busi- 
ness climate for the long-term bet- 
terment of the community. 
Communicating with shareown- 
ers is another approach. In our 
company, we have made a modest 
start at taking our national list of 
shareowners and dividing it up by 
cities and regions and turning these 
lists over to our managers. Share- 
owners are invited to a meeting in 
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one of our plant communities. They 
tour the local plant and are given a 
presentation of what is necessary to 
improve the business climate in the 
community and state and what they 
as shareowners can do to help. 


CIVIC GROUPS. Typically, manage- 
ment, professional and hourly em- 
ployees are scattered through 
scores of civic organizations. Each 
of these organizations has what I 
call its “magnificent obsession.” For 
example, the Rotary or Lions or 





Kiwanis may be attempting to 
build a new boys’ club lodge. The 
American Legion may be working 
on a ball park for the Little 
League, and so it goes. We say to 
our employees: “If you wish to be- 
come an effective member of these 
civic groups, throw yourself with 
enthusiasm into helping your or- 
ganization achieve its magnificent 
obsession. But then see if you can- 
not interest your organization in 
adopting one or more business 
climate goals for the development 
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of the over-all community.” In this 
way, some of the dedicated energy 
expended in civic participation can 
be allocated to goals related to the 
survival of the community's busi- 
nesses and to the long-range sol- 
vency of the community. 


POLITICAL ACTION. We have found 
we must take direct political action. 
Accordingly, you will find our man- 
agers in most of our plant commu- 
nities now taking these steps: 

Affiliation. Personally joining — 
and urging their employees to join— 
the political party of their choice, 
whether it be Democratic or Re- 
publican. Our managers tell our 
employees that they can get things 
accomplished only through affilia- 
tion with one of the two great par- 
ties—that to be independent is to be 
impotent, because one has _ the 
choice only of voting for somebody 
that someone else has selected. 

Training. Affiliation without train- 
ing is liable to be disastrous. The 
employer must provide employees 
some training so they can be effec- 
tive in their party. Therefore, in 
1957 in Schenectady, we conducted 
our first workshop in practical pol- 
itics. The program was for our own 
managers but we invited repre- 
sentatives of other industries and 
businesses in that town. Such work- 
shops are now being conducted in 
scores of our plants. 

We next proceeded to develop a 
12-week in-plant political training 
program which we could open up 
on a volunteer basis to all of our 
managers and white collar employ- 
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ees in the beginning, and later to 
all employees. Meanwhile, our Syr- 
acuse plant, working within the 
framework of the Manufacturers 
Association of Syracuse, developed 
its own home-made Practical Poli- 
tics Training Course. 


VOTE WINNING. Formerly, when 
one of our managers called up his 
representative in Albany or Indian- 
apolis or Columbus, he would very 
likely say something like this: “I 
would appreciate your support for 
this new bill on unemployment 
compensation.” The legislator 
would most likely thank him and 
then ponder the hard-headed ques- 
tion as to who controlled the most 
votes—the businessman or the op- 
posing trade union official. 

We are now pointing out to our 
managers the much higher motiva- 
tion potential of this type of state- 
ment to a legislator: “I would ap- 
preciate it if you would vote for 
this piece of legislation for these 
reasons, and, by the way, I think 
you will be interested to know that 
we will be communicating the 
merits of this bill to the 3,000 em- 
ployees in our plant in our weekly 
newspapers, also to our 650 local 
suppliers, our 400 local shareowners 
and to our 165 distributors and 
dealers in this area. Furthermore, 
we will be asking them to let you 
hear from them.” Immediately, the 
politician starts counting. Up to 
now, many unions have convinced 
many legislators that unions and 
only unions can develop votes, 
ergo, the legislators had better vote 


Speakers at AMA’‘s conference on 
business in politics. At right 

are political party chairmen 
Butler and Morton. 


for the union side of the issue. We 
businessmen can explode this the- 
ory very quickly if we will use the 
foregoing approach. 


STEP FOUR. To summarize, Step 
One is to determine what needs to 
be fixed in the local and state busi- 
ness climate through use of a 187- 
question appraisal. Step Two is 
development of political goals 
through the appraisal process. Step 
Three is determination, planning 
and delegating of the work re- 
quired to achieve these goals. 

Step Four is political action. We 
say to our managers that they 
should not ever consider going to 
any other employers to enlist their 
help unless they themselves have 
gone through Steps One, Two and 
Three. Our managers are human 
like all other managers. It is easier 
to delegate the whole job to the 
Chamber of Commerce or Board 
of Trade—but the best results are 
achieved when a few top business 
leaders in the town make the ap- 
praisal themselves, set a few rea- 
listic goals, and go at the work on 
a do-it-yourself basis. We feel that 
if the local General Electric man- 
ager has completed the first three 
steps, he is then in an excellent 
position to try to interest two or 
three other employers to do like- 
wise, and later to band together to 
do the work which can best be 
done cooperatively. 

Astute executives can manage 
their external work with the same 
methods they use to manage their 
internal work. 
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President 
Vega Industries, Inc. 
Syracuse, N. Y. 


= Here is the story of a political 
action plan you can adapt to the 
needs of your own location. It is 
the story ot the Syracuse political 
seminars developed by the Manu- 
facturers Association of Syracuse. 

A task force on practical politics 
was created in late 1957. Its goal 
was to make management's opinion 
felt. in the political arena, particu- 
larly at the precinct and election 
district level where candidates are 
trained, groomed, selected and 
elected, and where basic political 
decisions are made. 

The task force was comprised of 
nine men from nine companies, 
large and small. By January 1958 
they had developed a plan of 
action. 

Heart of the program was to be 
a series of seminars, conducted 
right in Syracuse companies, de- 
signed to alert, educate and moti- 
vate junior and middle manage- 
ment executives toward active per- 
sonal participation in the political 
party of their choice. 

But some preliminary steps had 
to be taken. In fact, the program 
broke down into five steps. Let's 
look at them: 


STEP ONE. A manual on the politi- 
cal facts of life was prepared. It 
brought together a complete pic- 
ture of the governmental situation 
in the Syracuse area, and informa- 
tion on party organization and 
operation. 


STEP TWO. A “tell and sell” dinner 
was held to present the entire pro- 
gram to top executives of com- 
panies in the Syracuse area. The 
goal was to win the personal sup- 
port and participation of these men. 
Following the dinner, a presenta- 
tion was given, professional in na- 
ture and utilizing films, flip charts, 
tape recordings and other atten- 
tion-getting methods. 

After the presentation, the top 
executives were invited to tell 
whether or not they would like to 
participate by having an 1l-week 
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DAVID H. JAQUITH 


seminar conducted in their com- 
panies for their management 
people. 


STEP THREE. The next step was to 
train leaders for the in-plant politi- 
cal seminars. Two-day training ses- 
sions took place in February 1958, 
and then again in August. In all, 
45 executives were trained as semi- 
nar leaders. 

The training sessions featured 
talks and panel discussions by a 
cross-section of political figures in 
the area: Republican and Demo- 
cratic county chairmen; state sena- 
tors and assemblymen; and town, 
ward and election district commit- 
teemen of both parties. Another 
feature was an especially recorded 
message by Vice President Nixon. 

At the conclusion of the training 
program, the participants were 
given books, pamphlets and other 
source material that would be use- 
ful to them in conducting 11-week 
seminars in practical politics with- 
in their own organizations. 


STEP FOUR. All of this preliminary 
eftort, of course, was aimed at get- 
ting the seminars underway. The 
first cycle of seminars took place 
in the spring of 1958. Seminars 
were conducted in some two dozen 
plants in the greater Syracuse area. 
These companies ranged from the 
very large to the very small. Seven 
companies were too small to con- 
duct seminars of their own, so 
representatives from these com- 
panies banded together to take part 
in a cooperative seminar. 

The in-plant meetings were re- 
stricted to about 20 participants. 
In all, some 300 junior and middle 
management executives were 
trained. 

Nearly every company partici- 
pating in the first seminar cycle, 
plus some additional companies, 
also conducted some seminars in 
the fall of 1958, again with a 
total of about 300 participants. In 
this second cycle were included 
some non-manufacturing organiza- 






















































id€@Aa? Conduct in-plant seminars on practical politics for 
young executives. 


tions including banks, a group of 
young professional men, a young 
political group, ete. 

The third cycle of seminars, with 
about 400 participants, was com- 
pleted last month. 

The result so far is that almost 
1,000 business and industry people 
in the Syracuse area have acquired 
practical training in grass-roots po- 
litical participation. 

The seminars have emphasized 
individual action in politics. Par- 
ticipants were given outside assign- 
ments, including such things as 
writing letters to congressmen, vis- 
iting local town or city council 
meetings, making personal contact 
with their own election district 
committeemen or town committee- 
man, personal contact with state 
and area legislators, an assignment 
to break down and appraise the 
local tax rate structure, and, finally, 
the actual ringing of doorbells to 
determine voter registration and 
voter attitude. 


STEP FIVE. The final step in the 
program is the follow-up phase. It 
involves an appraisal system built 
into the end of each seminar series. 
A mailing list of all “graduates” is 
maintained and these people are 
continually contacted by mail as a 
means of motivating them to con- 
tinue with their political actions. 

The cost of running seminars has 
been surprisingly low. Cost of 
complete materials, including slide 
films, tape recordings, manuals, 
books, pamphlets, etc. has worked 
out to be less than $20 per par- 
ticipant. 


RESULTS. What has happened in 
Syracuse? Since the program is long 
range, no real appraisal can be 
made for several years. Neverthe- 
less, some things give some indi- 
cation of effectiveness. 

For example, after the elections 
last fall, the 300-odd graduates of 
the first cycle of seminars were 
surveyed as to their participation 
in the campaign. Almost 85% indi- 
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cated they had never done any- 
thing at all in the political arena 
prior to this election, other than 
registering and voting. But after 
the training, every graduate who 
was eligible both registered and 
voted. One out of every three do- 
nated money to a candidate or a 
party. One out of every 10 par- 
ticipated in the solicitation of cam- 
paign funds for his party. Seven 
out of every 10 worked during the 
registration period to get people 
registered, and almost one-half of 
the graduates actually wore out 
shoe leather pushing doorbells to 
get out the vote for their respective 
parties. 

Perhaps the most important re- 
sult of the program is that it has 
made political activity respectable 
for young businessmen. [ don't 
know how it might have been in 
your organization, but two years 
ago if it became known that one 


ROSS NICHOLS 
Vice President 


Newark, N. J. 





‘@ Effective participation in poli- 
tics requires a degree of organiza- 
tion. 

In Union County, N. J., the 
business community undertook a 
political experiment based on a 
bare-bones organizational concept. 
[t is a voluntary effort. But it seems 
likely that even our loose organiza- 
tional arrangement can produce 
better results than merely turning 
management people loose with a 
suggestion that they take an inter- 
est in politics. 


BUSINESS COORDINATOR. Under 
our experiment, the first step is to 
find in each municipality a_busi- 
nessman to serve as Business Co- 
ordinator for Public Affairs. 

He surrounds himself with a 
number of other businessmen. 
Periodic meetings keep this group 
together, provide recognition of 
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of our young executives had been 
elected ward chairman of his po- 
litical party, he would have been 
subjected to a good deal of kidding 
as to what his share of the graft 
was going to be. Today, where 
these seminars have operated, there 
is not the slightest doubt in my 
mind that a young executive who 
was elected to a significant post 
within his party organization would 
receive congratulations rather than 
kidding, and questions on how he 
was able to get the job. If our 
young executives with talent re- 
gard political activity as an hon- 
ored activity, this is a significant 
change. 

We believe that in Syracuse we 
have started a program which will 
bring our political and governmen- 
tal situation back under control 
and may result in improvement of 
the business climate to the benefit 
of all people. 


Weston Instruments Division of Daystrom, Inc. 


idea: Only six votes may elect a 


businessman to his party's city committee. 


matters requiring attention, and 
furnish the coordinator with the 
consensus of opinion. They meet 
at least every two months. This 
group could be called the Munici- 
pal Public Affairs Committee. 


PARTY JOBS. Preferably, some 
members of the committee should 
serve on either the Republican or 
Democratic City Committee, thus 
becoming members of the County 
Committee. 

Frequently it is not difficult to 
obtain one of these party jobs. In 
a district where there is no formal 
candidate, a write-in vote of as few 
as five or six may elect a man. 
A somewhat larger write-in vote 
would be required if there is a for- 
mal candidate whose election is 
being contested. 

But in all of this, we are talking 
about a relatively small number of 





votes. It is a matter of ringing door- 
bells, lining up friends and neigh- 
bors and having them vote. 

The thing to remember is that a 
businessman elected to the Demo- 
cratic County Committee by six 
write-in votes in a predominantly 
Republican district is just as much 
a member of the committee as his 
counterpart from a predominantly 
Democratic district. 

Our Union County experiment 
contemplates that the business co- 
ordinators from all the municipali- 
ties will meet once each month. 


ANNUAL MEETING. Once each 
year, according to our plan, one big 
meeting is held of all Municipal 
Public Affairs Committees within 
the county. This meeting is de- 
signed to reinforce the manage- 
ment people in their determination 
to do their part in promoting sound 
government. Such a meeting also 
furnishes an opportunity to give 
other businessmen an insight into 
the public affairs organization so 
that there are recruits to replace 
those that may drop out. 

There is no need to go into detail 
as to how industry encourages man- 
agement people to participate in 
the work of the Municipal Public 
Affairs Committees. Suffice it to 
say that in my company we have 
told our men that we wish them 
to participate in politics. Where 
we used to say that we had no 
objection to their being politically 
active, provided it did not interfere 
with their company work, we now 
say that we wish them to be po- 
litically active even though it may 
interfere with their work. 
SEMINARS. My compary has been 
conducting public affairs seminars, 
taking 20 management people at a 
time. The aim is to help our man- 
agement people understand the 
governmental apparatus and have 
opinions of their own on the major 
political issues. We want them to 
know what they believe and why 
they believe it. 


NATIONAL ACTION. When we go 
to businessmen and urge the need 
for their participation in politics, 
they are apt to say that they have 
excellent government in their mu- 
nicipalities. In effect they are say- 

(Continued on page 68) 
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18 telephone shortcuts 


to sales 





Item: a New York zipper manu- 
facturer recently “went national” in 
his sales to golf bag companies — 
without opening a single out-of- 
town office. His new market now 
accounts for more than $1 million 
worth of business annually. 

Item: a salesman for a midwestern 
welding supplies distributor up- 
grades two out of every five orders 
— yet seldom leaves his office. 

Item: the sales staff of an auto 
accessories firm has increased _ its 
actual selling time by some 20%, 
comes to work no earlier, leaves no 
later than usual. 

The secret? 

In each case, an educated fore- 
finger. 

Properly used, it can tap a pros- 
pect on the shoulder even though 
a continent separates him from you. 
[It can point out the benefits of your 
product while your competitors are 
cooling their heels in the waiting 
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Chest-to-chest selling is costly. Usually it is a necessary 


cost but sometimes it isn't. Imaginative sales managers in 


all lines of business combine chest-to-chest selling with 


telephone selling. They have proved that this method 


scores better results at lower costs. Your own salesmen can 


use some of the 18 telephone sales methods described here. 


by Ted Pollock 


room. It can even. turn the clock 
back (or forward ) in your favor. 

It can do all this — and more — 
on one condition: that your sales- 
men apply it wisely and often to 
the dial of your telephone. For 


salesmen in many companies, Mr. 


Bell’s magic box can mean tripled 
prospect coverage, lower costs per 
sales call, bigger sales. Here’s how: 


1 . Eliminate ice-cold calls. 


® According to a valid survey, 17% 
of a salesman’s selling day is spent 
simply waiting to see prospects. 
That’s about 200 costly hours a year 
down the drain forever. 

Frequently, that costly time is 
lost because the salesman is on a 
cold call, has to twiddle his thumbs 
until all the men with appointments 
(including competitors) have had 
their inteviews. 

A simple phone call —in which 
the salesman identifies himself, his 
firm, the nature of his proposition 
and requests an appointment — al- 
lows him to arrive just minutes be- 
fore he’s ushered in. Other ad- 


vantages: the prospect is prepared 
to see your salesman, and he tends 
to remain uncommitted to the com- 
petition until he’s heard your story. 
Furthermore, your salesman can 
screen unprofitable visits in ad- 
vance and avoid unnecessary travel 
expenses. 


2. Solicit orders. 


@ If your product is inexpensive, 
uncomplicated or well known, try 
selling it directly by telephone. The 
law of averages dictates that the 
more people you contact, the more 
sales you will make. And you can 
talk to five, six—even seven—times 
as many people as you can visit in a 
day. Besides, you cash in on impulse 
buying, reach out-of-the-way mar- 
kets, cover your present market 
more intensively. 

For example, an independent tire 
dealer, selling direct from factory 
to fleet owners, has built up an 
annual $10 million volume in sales 
with the help of only 40 telephone 
salesmen. He has never met his cus- 
tomers face to face, has no travel, 
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hotel or other sales costs—and aver- 
ages one sale for every three phone 
calls 

Suggests the American Telephone 
& Telegraph Co.: “Be sure you have 
a ‘conversational hinge’ on which 
to pivot your sales talk—a current 
advertisement run by your firm that 
the prospect has probably seen, a 
news item of interest, a problem 
faced by your prospect.” 


3. Answer questions. 


@ It’s a rare prospect who has no 
reservations about your product or 
service. Lay a solid foundation for a 
sale by first sending him a detailed 
letter in which you explain what 
you have to offer and inform him 
that you will telephone in a day or 
two to answer any questions. On 
the specified day, call. Because he 
knows that he will hear from you, 
the prospect will usually study your 
proposal and thus expose himself 
to it. 


4 Squeeze extra selling time 
s out of your day. 


® Many buyers won't see a sales- 
man 10 or 15 minutes before lunch, 
but will gladly talk to him—on the 
phone. Same goes for the half-hour 
before 9:00 a.m., and the closing 
minutes of a business day. 


a Give him the low-down. 


# A salesman for a power mower 
manufacturer advises: “There’s real 
money in making a beeline to your 
telephone whenever you've picked 
up some tid-bit of information from 
your company—at a sales meeting, 
for example. No matter what’s 
been discussed—new models, price 
changes, advertising schedules — 
somewhere there is at least one cus- 
tomer who will want to buy more as 
a result of the change. Get in touch 
with him. Matter of fact, you have 
a good excuse for calling up all your 
customers. It’s amazing how often 
a switch in company policy, put in 
terms of increased benefits, can 
whet a buyer's appetite. And don’t 
overlook the dramatic impact of be- 
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ing able to say, long-distance, 
‘Here’s the scoop—straight from our 
president!’ ” 


Bas “Thanks.” 


® You get a whopping order from 
a customer in Oregon . a Pitts- 
burgh account gives you a lead that 
pans out solid gold .. . a Georgia 
prospect turns customer. Why not 
dial your gratitude pronto? You'll 
stand head and shoulders above the 
competition in the recipient’s esti- 
mation. An inexpensive courtesy 
call is not only good manners—it’s 
good business. 


ics delinquent accounts. 


@ It’s a fact: collection letters ac- 
complish litttle; when they do, 
theyre apt to create ill-will. Print 
is cold; the human voice, warm. A 
personal phone call tactfully im- 
plies the proper degree of forceful- 
ness and urgency, eliminates an ex- 
tended correspondence ( most points 
can be covered in one conversa- 
tion), swiftly permits you to reach 
the person with the authority to dis- 
cuss the problem. 


i. inquiries into sales. 


® Your firm has run an ad ina trade 
publication. Ten of the subsequent 
inquiries fall within a territory that 
is visited by a salesman only every 
two months. You could let the in- 
quiries wait until the salesman gets 
there. You could send a form letter 
to each of the 10. You could dic- 
tate 10 personal letters (two hours’ 
work? three hours’? ) 

How about striking while their in- 
terest is at the sizzle stage, instead, 
by calling them up—now? Use any 
other method and you risk giving 
them a “cooling off” period during 
which their interest and enthusiasm 
may wane. 


9. Invite collect calls. 


® Searching for ways to improve 





his business, a midwestern tarpaulin 
manufacturer got the idea of urging 
customers and would-be customers 
to call in orders collect. After a mod- 
estly budgeted advertising cam- 
paign announcing the new policy, 
the company now averages $150,000 
a month—more than half its total 
monthly business—in orders phoned 
in from all parts of the country. 
Every dollar spent on telephone 
calls brings in an average of $150 
in sales. 

Because this approach is- still 
novel and tends to tap off-beat 
markets, it represents one of the 
most direct shortcuts to sales via the 
telephone. 

Your local telephone company, in- 
cidentally, will be glad to provide 
you with “Call Collect” stickers to 
place on your letterheads, invoices, 
calling cards, brochures, price lists 
and packages. 


1 ) Get critical questions 
sanswered. 


® A sales representative for a brush 
manufacturer was on the verge of 
the biggest deal of his career. Ques- 
tion: could his company guarantee 
delivery within the week? A quick 
telephone call to the home office— 
collect from the prospect’s desk— 
got an affirmative reply and the 
order was signed. Time lapse be- 
tween question and answer: less 
than five minutes. 

A glass container salesman, whose 
competition was moving in for the 
kill, had to know whether his com- 
pany’s engineering department 
could redesign a certain container 
without raising costs. He got his 
answer in 150 seconds by phone, the 
order in 160. 

Unexpected bottlenecks can fre- 
quently be broken on the spot by 
telephone. And your customer is 
bound to be favorably impressed by 
your salesman’s “get-things-done” 
approach. 


1 | 2Ssoothe ruffled feathers. 


= That order you wrote up three 
weeks ago hasn't arrived yet...a 
favorite customer is the mistaken 
recipient of a dunning letter from 
your credit department . . . shipping 
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has sent the wrong size parts to a 
prime account. What to do? 
Advises the general sales manager 
of a heating equipment company: 
“A man with a gripe needs someone 
to listen to him, not a pen pal. Get 
on the phone as soon as you can and 
get him to tell you the entire story. 
Encourage him to spell out the de- 
tails. Let him recount every gory 
point. Ask questions until he really 
talks himself out. Be sympathetic. 
When he’s finished—really finished 
—and gotten everything off his chest, 
repeat his complaint so that he 
knows you've paid attention,under- 
stood and cared. Make the neces- 
sary apologies and ask him to tell 
you how he'd like you to rectify the 
error. In a surprising number of 
cases, you'll find that just by listen- 
ing, you've turned anger into some- 
thing close to reasonableness.” 


12. Pat him on the back. 


® Has a customer recently been 
promoted? His kid win that college 
scholarship? Did he finally land the 
big account he’s worked on for over 
a year? By all means, call him up 
and congratulate him. It’s good pub- 
lic relations—and the kind of gesture 
that sticks in the mind. 


13. Cancel cancellations. 


® Sometimes they're unavoidable; 
sometimes they're not. You can find 
out exactly which kind you're deal- 
ing with, quickly, by phone. Per- 
haps the customer needs to be re- 
sold. Maybe he misunderstood your 
terms. Possibly, it’s.a mistake. A call 
can provide reassurances, clear up 


uncertainties. You may salvage 
something out of the cancellation—a 
smaller order, a future commitment. 


14 Take advantage of time 
s differentials. 


= The telephone cannot only tran- 
scend space—but time as well. A 
Pennsylvania salesman of a_ big- 
ticket item, for example, sells for 
three additional hours daily by call- 
ing West Coast prospects from 5:00 
to 8:00 p.m., Eastern Standard Time 
(2:00 to 5:00 p.m. in the West) 
without interfering with his local 
routine. By the same token, western 
salesmen can profitably call cross- 
country as early as 6:15 a.m. 

Depending on where you live and 
where you call, you can add one to 
three hours of productive selling 
time to any working day. 


15 Replenish your prospect 
= WEST. 


® Sooner or later, it happens to 
every salesman: a lead shortage. 
What faster way to add “live ones” 
to your list than to buzz satisfied 
customers and ask for names? 


1 6 Sell products while they're 
s en route. 


= A cancellation arrives in the 
mail after the order’s been shipped. 
Under those circumstances, many 
companies have their salesmen call 
up other potential customers in 
the general vicinity of the ship- 
ment’s original destination. Fre- 
quently, a customer is found for 
whom the merchandise is sheer 


manna. Saved: the expense of hav- 
ing the shipment returned, §at- 
tendant paperwork, a sale, good will 
all round. And the new customer 
will be impressed at how fast you 
get the order to him. 


11. Upgrade sales. 


@ “Just received your order. 
Thought I'd call to remind you that 
if you can increase it by two dozen, 
youll be entitled to a 4% discount.” 

“I just got the word—prices will 
rise a dollar a ton next week. Add 
25 more to this shipment?” 

“I notice your order is 10% smaller 
than last year’s. Is there a reason or 
could it be an error?” 

By pointing out an overlooked 
factor to a customer you may get 
him to boost the size of his order— 
and earn his gratitude to boot. 


1 B. Increase repeat orders. 


# Western Union calls up senders 
of birthday and anniversary tele- 
grams 364 days after the original 
message was sent to remind them 
that that special occasion is rolling 
around again, offers to take another 
greeting over the phone. Florists, 
jewelers, department stores make 
memory-jogger calls to men who 
might otherwise forget their wives’ 
birthdays, their own anniversaries. 

It’s a good idea. Do you have a 
customer who ordered in August of 
last year, but hasn’t gotten in touch 
with you this August? Call him up 
and tell him so. It could be an over- 
sight, one he'll be grateful to have 
pointed out to him. & 





Telegrams can be used to: 





Telegrams can be a supplement to your telephone 
selling when you want to build sales, get fast action 
and impress customers, says Western Union. 


Acknowledge orders. Speedy acknowledgments 
impress customers with your business manners and 
your desire to give personal attention. 


Get credit information. Accounts can be opened 
faster, cutting delays between order and shipment. 


And don’‘t overlook telegrams 


Speed orders. Telegram blanks imprinted with 
skeleton order forms can be inserted in catalogs and 
circulars. They often stimulate immediate buying. 


Distribute price and style change data. All 
your customers learn what's happening immediately. 
You can often pick up immediate orders. 


Expedite paperwork. Reports, price quotations, 
offers, inquiry answers, order placement and ship- 
ments, reminders of when to reorder—handle these by 
telegram and you'll save hours a day. 
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EIGHT THINGS TO DO 


When you move people to 


mus Surveys show that 
firms make common mistakes when 
they move people from one loca- 
tion to another. 

These mistakes are expensive—a 
lot more expensive than they ap- 
pear on the surface. 

For example, uprooting puts 
stress on any family. How quickly 
an employee buckles down to his 
job in the new environment de- 
pends in part on what his company 
does to make the move easy for 
him. 

There are ways to avoid mak- 
ing mistakes when you transfer 
people. These methods work 
whether you are moving your plant, 
opening a new branch or simply 
transferring one man to a new post 
in another location. 

Based on the experience of Gen- 
eral Electric and other companies, 
here are eight points to keep in 
mind when you move personnel. 


You can avoid some common mistakes companies make 


when they move a plant, open a new branch or simply 


transfer people to a new location. The tips given 


here are based on the experience of General Electric 


and other companies. 


Pre-sell the new location’s 
advantages. 


Gather all the facts about your 
new location. Then sell your per- 
sonnel on all its benefits—educa- 
tional, cultural and _ recreational 
facilities, for example. If living 
costs or taxes are lower in the new 
community, chart what their sav- 
ings will be—new versus old. Of 
course, if the comparison is un- 
favorable, tell them that, too, but 
try to offset negative facts with 
positive ones. 

You take a lot of the stress out 
of moving when people feel they 
are doing it because they want to, 
not because they have to. 


Plan advance trips for selected 
personnel to acquaint them with 
the new area. If you search, you'll 
find more than the obvious bene- 
fits. Schedule talks by leaders in 
realty 


schools, churches, clubs, 


firms. Have your tour include shop- 
ping centers, service shops and 
restaurants. For those who cant 
visit the new location, show slides 
or movies of highlights of the new 
community. In short, sell your new 
surroundings as a desirable way of 
life to your selected personnel. 


Give prime priority 
to orientation. 


No matter what you do, there 
will be a grinding of gears when 
you transfer people. It takes time 
to get adjusted—so give your em- 
ployees enough time. Accept the 
fact that some time will be wasted 
—don't fight it. But make the orien- 
tation complete at the time of the 
move. Don’t let the process drag 
on indefinitely. 


Pre-plan good neighbor policy. 


Anticipate your new community 
role. Avoid being looked on as 
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a new location 


“foreigners.” Unless friendly over- 
tures are made, natives are apt to 
view newcomers with suspicion. 
This was the case when a New 
York City company relocated in a 
small New England town. The na- 
tive “Yankees” were hostile to the 
“outsiders.” 

Foresee the problems your com- 
ing creates—the added stress on 
traffic, fire protection facilities, the 
strain on housing and school facili- 
ties. Do your part in relieving these 
stresses. Then tell your new neigh- 
bors what you're doing to make 
your presence an asset to the com- 
munity. 


Decide which people you want 
to keep. 


Well ahead of time, review the 
records, skills, contributions and 
potentialities of your personnel, 
and decide which people you want 
to take to the new location, and 
which people you don't want to 
take. Weed out poor performers, 
problem personalities, deadwood. 
You can be business-like, at the 
same time kind. Problem people 
would likely be even unhappier 
when uprooted. Then, in turn, they 
can save face with friends by ap- 
parently preferring to stay behind 
when the move is made. 


Don’t take mistakes with you. 


Study your policies, procedures, 
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practices. If necessary, reorganize 
right down the line before you 
move. Slough off problems, out- 
moded procedures, overlapping re- 
sponsibilities, duplication of efforts. 
Realign organizational lines where 
necessary. Use the move to start 
fresh at the new location. 


Review local pay practices. 


You're in for trouble and dis- 
satisfaction if you arbitrarily set 
rates—and upset prevailing scales 
in the new location. Local customs 
and fringe benefits should also be 
reviewed. View your compensation 
plans from the standpoint of both 
short and long range results—for 
transferred employees as well as 
new ones. If wage levels are set too 
high or too low, you stand to lose 
either way. Make them compatible 
with the rates in the new com- 
munity. 


Beware of raiding other firms. 


You stand to lose far more than 
you gain by raiding other firms 
for employees in your new loca- 
tion. Luring away just a few key 
people can cause you to be black- 
listed by other employers. Gain 
acceptance by bending backwards 
to avoid the stigma of stealing 
talent from established employers. 


Don't overhire. 


Enthusiasm created by plans for 





by William Scholz 
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public relations at the University of 
Bridgeport. 





the move cause some companies to 
overhire both in quantity and 
quality. Either situation is equally 
expensive. 

Planned overtime and farming 
out of work at the old location 
prior to the move and gradual 
phasing in of work at the new 
plant can help prevent overhiring 
and subsequent layoffs. 

Matching levels of talent and 
skill to job requirements will fore- 
stall dissatisfaction that results 
from hiring superior workers for 
posts beneath their capabilities. 

It’s worth remembering that atti- 
tudes are more fragile than ma- 
chines—and harder to repair. & 
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How to add a personal touch 


to automatic food vending 


BEFORE 


When M. Lowenstein first 
installed its fully auto- 
matic cafeteria, employee 
patronage was high. But 
when the novelty wore off, 
employees went elsewhere. 


Rs When it comes to 
eating, people like the satisfaction 
of personal service. A vending ma- 
chine cafeteria has many advan- 
tages — notably economy — but it 
lacks the personal touch. For some 
employees, food loses some of its 
savor without the ceremony of per- 
sonal service. 

Yet the advantages of vending 
machines can’t be ignored. They 
eliminate the cost of cafeteria per- 
sonnel, of special plumbing and 
utilities, and of food preparation 
and dishwashing equipment. Fur- 
thermore, in the beginning, there’s 
the novelty of vended sandwiches, 
beverages and even hot dishes. But 
when the novelty wears off, a fully 
vended cafeteria often loses its ap- 
peal. 

Now many companies have 
found a way to get the cost ad- 
vantage of in-plant food vending 
and eliminate the disadvantage. 
The method is simply to combine 
vending machines with personal 
service at a simplified cafeteria 
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counter. A variety of prepared 
foods can be brought in, stored 
briefly and served quickly. By using 
paper plates and cups, there is no 
dishwashing problem and _sanita- 
tion is insured. 

Here are capsule case histories of 
how three companies have success- 
fully combined vending machines 
with counter service. 


A New York headquarters 


M. Lowenstein, major textile 
converter, with 1,000 employees in 
its New York headquarters, opened 
a fully automatic cafeteria in 1955. 
It was handsome, efficient and 
widely publicized as a model in- 
stallation. At the start employee re- 
action was enthusiastic. Approxi- 
mately 60% spent their entire hour 
for lunch there—good patronage in 
the center of New York City. 

By the summer of 1957, however, 
participation had fallen off seri- 
ously and M. Lowenstein requested 
that four of the 11 food machines 
be removed and replaced with a 

















serving counter with an attendant 
in charge. Reasons were largely 
psychological. The employees, the 
company decided, felt a need for 
more graciousness in their food 
service and were dissatisfied by the 
lack of ceremony inherent in vend- 
ing machines. 

The revised operation takes very 
little extra space and patronage 
has increased again one-third. 


A Chicago newspaper 


The Chicago Sun-Times antici- 
pated the need for personal service 
by installing a semi-automatic cafe- 
teria that combines the advantages 
of fully automatic vending with 
those of a service counter. 

Thirteen vending machines, most 
in special niches in the walls, are 
located next to the service counter. 
Machines serve five pastries, six 
hot food dishes, three kinds of milk, 
three juices, 24 desserts, plus hot 
coffee, soft drinks, ice cream, 
candy, cookies and cigarettes. The 
counter serves hamburgers, cheese 
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After the novelty wears off, employees may boycott a vending machine 


‘afeteria because it lacks the personal touch. Here’s how to inject that 


personal touch without losing the economy of 


AFTER 


Then the company revised 
its cafeteria to combine 
the economy of vending 

with the appeal of per- 
sonal service. The change 
brought lost patrons back. 


sandwiches and, the most popular 
item, frankfurters. Hostesses are on 
duty from 9:00 a.m. to 2:00 a.m. 
every weekday. A serviceman is 
there from 7:00 a.m. to 4:00 p.m. 
on weekdays and half a day on 
Saturday. 

The vending machine operator 
furnishes food, personnel, condi- 
ments and paper plates. The Sun- 
Times furnishes the facilities, water 
and electricity. Commissions go to 
the newspaper's credit union and 
are returned to employees as divi- 
dends. 

Patronage is excellent, averaging 
better than 67%. 

“Round-the-clock traffic checks 
convince us more than ever that 
we have found the right answer,” 
says Walter Bishop, credit union 
president. 


A Virginia plant 


The General Electric plant at 
Lynchburg, Va. needed feeding 
facilities that would grow in stages 
with the anticipated growth of em- 
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ployment from 600 when the plant 
opened to’ a full complement of 
1,000. 

As a first stage, 21 vending ma- 
chines were placed in the 250-seat 
dining area to provide a full-line, 
fully-automatic cafeteria. Later a 
21-foot counter and facilities for 
all-paper food service were incor- 
porated into the line. No vending 
machines were eliminated, and 
workers in a hurry can still get a 
full meal automatically. For greater 
variety they go to the counter. 

Similarly successful installations 
have been made recently at GE’s 
Specialty Products plant at Waynes- 
boro, Va., and in the American 
Tobacco Co. plant in Reedsville, 
N. C. 

Opinion is by no means unani- 
mous, however, on the need for 
counters to supplement vending 
machines. The Victor Division of 
Radio Corp. of America in Cam- 
den, N. J. has been using more 
than 560 vending machines in 22 
fully automatic lunch stations for 





automatic food vending. 


seven years. No changes or refine- 
ments are planned, according to 
Martin O'Shaughnessy, manager of 
the food service division. 

There are many things to consider 
when you have to decide on your 
food service arrangements. Your 
type of business, the kind of worker 
you employ, and your location are 
all tangible factors in determining 
the kind of food service you need. 
Here are three final considerations: 
® Half-hour lunch periods, now 
standard for a considerable number 
of production and office workers, 
encourage fully automatic cafe- 
terias by putting a premium on 
speed. 
® Older workers and women tend 
to miss the human element more 
than younger people, according to 
one in-plant feeding authority. 
They miss the loss of some of the 
ceremony and service aspects of 
dining. 
® Virtually all employees demand 
a wider variety of food as their pay 
increases. @ 
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Will work music 


really cut your 


labor costs? 


There’s been a lot of nebulous talk about the effect music has 


on workers. Here’s an article based on solid fact that can tell you whether 


work music will be a cost cutter for you or just an unnecessary frill. 


THIS 
ARTICLE 
TELLS 


The results work music 
can produce 


How much work music 
really costs 


Where work music 
should be used—and 
where it shouldn’‘t 


mums heres no guar- 
antee that productivity will go up 
in your company if you install work 
music. 

But results other companies have 
gotten make the economics of work 
music too important to ignore—es- 
pecially if you are looking for ways 
to stop runaway labor costs. 

No employee works at his opti- 
mum capacity, as everyone knows. 

A MANAGEMENT METHODS survey 
(July 58) shows that the majority 
of top executives realize their cleri- 
cal and production workers are pro- 
ducing at 20% to 50% below their 
maximum ability. 

Leading industrial engineers take 
an even dimmer view. A recently 
compiled study based on years of 
investigation and experience states 
that clerical and production workers 
rarely produce at more than 50% of 
their capacity. 

What is behind this huge waste? 
The experts say that monotony, 
boredom, fatigue and tension are 
the four major causes of low worker 
output. 

Properly planned work music can 
often help you bypass these produc- 
tion roadblocks. 

Scientific studies show that work 
music improves the efficiency of 
clerical and production workers 


in many different circumstances. 

“Music may be beneficial for a 
number of reasons,” says industrial 
psychologist Norman Maier, “[but] 
one of its most favorable effects is its 
influence on boredom.” 

Because it attacks monotony, 
boredom and other causes of worker 
tensions, work music reduces: 


@ Errors 
#® Employee turnover 

= Time wasted 

® Absenteeism and tardiness 

® Accidents 

Here are some classic case ex- 
amples that illustrate these five 
points: 

Lever Bros. Co. had to void nine 
checks out of every hundred that 
came from the Accounts Payable 
Section of its New York office be- 
cause of errors. 

After work music was put in, only 
five checks in every hundred were 
thrown out. Errors decreased 38.6%. 

Eastern Airlines’ turnover rate in 
its New York reservations office in 
1955 was 17% above the national 
average.* Though every effort was 





*In 1955, the turnover rate at Eastern Airlines’ 
New York reservations office was 36%. The 
1955 national average turnover figure was 
19.2%. 
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made to create a pleasing environ- 
ment for the employees—a large, 
well-lighted, air conditioned, cheer- 
ful room to work in—Eastern could 
not hold its office personnel. 

A music system was installed. In 
just nine months, turnover dropped 
53%. 

Fischer Lime & Cement Co. of 
Memphis, Tenn., had a_produc- 
tivity problem in its drafting room. 

Work was slowing down .and 
deadlines were not being met be- 
cause the draftsmen were wasting 
time in idle talk and frequent trips 
to the water cooler. In short, they 
sought their own kinds of relief from 
monotony. 

A study made after work music 
was put in showed a significant 
drop in time wasted—and a result- 
ant increase in productivity of 20%. 

Loft Candy Corp. worried about 
a high absentee rate in its packaging 
factory. A survey revealed the cause 
was apathy—a reaction to job bore- 
dom. 

On the advice of a management 
engineer, Loft installed work music. 
Four months later, absenteeism had 
dropped 7%, tardiness was all but 
eliminated and employee output 
went up 9%. 

The Sanitary Bag & Burlap Co. 
found the major cause of accidents 
with its high-speed electric knives 
was operator inattentiveness. 

To attack this problem, the com- 
pany installed a music system. 

Says President S. Gilman, “We 
have not had a single accident since 
the installation.” 


How much does it cost? 


A survey by one of the leading 
suppliers of work music shows that 
a music system costs the average 
company one half of one per cent 
of its payroll. 

Eastern Airlines, for instance, 
estimated savings of $60,000 when 
its turnover dropped 53.3% in nine 
months. The music service cost ap- 
proximately $1,000 for the nine 
month period. 

Even if only 10% of the savings 
were attributable to the music, the 
service would have been paid for six 
times over. 

How much will work music cost 
you? It depends on these variables: 


® Size of room 
= Number of workers 
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Number of machines 

Noise level 

Speakers needed 
Amplication required 
Distance from music studio 


The charts on pages 42 and 43 
show how a music analyst “meas- 
ures” a typical plant or office for a 
“fitting.” Included are cost break- 
downs on both leased and owned 
equipment. 

The cost of work music also de- 
pends on another factor: the kind 
of system you want. 


Three kinds of systems 


Basically, there are three systems. 


With two of the systems, music 
is piped into speakers in the plant 
or office from a studio somewhere 
else in the city. The third system is 
entirely self-contained; record play- 
ers (or tape recorders), speakers, 
and amplifiers are all installed in 
your own office. 

Here’s how each system works: 

FM radio system: With the first 
system, the music is programmed 
and played in a central studio in a 
given city and distributed to sub- 
scribers by FM radio. It is available 
16 to 24 hours a day, 365 days a year. 
All that is installed in your office is 
a system of special receiving sets. 
You merely flip a switch in your 


EFFECT OF MUSIC ON KEY PUNCH PRODUCTIVITY AT 


MISSISSIPP] POWER & LIGHT CO. 


Increase of 18.6% 
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HOW MUCH MUSIC COSTS IN THE OFFICE 


The cost of music in your office is determined mostly by 
the room size and shape, number of workers, machine 


noise and number of sound deadeners such as drapes and heavy rugs. 
Here’s how a typical office is analyzed for music. 


~ Analysis 


Size of room 
Ceiling Height 
Walls 


Floor 
Ceiling 
Number of workers 


Machines 


Noise level 


Distance from studio 


¢ Requirements 


Speakers needed 


Amplification needed 


* Costs 
Leased equipment per month: 
(includes maintenance) 


Owned equipment, per month: 
(Not including upkeep) 


Installation charge: 


Additional telephone line 
charges: 


Additional FM radio charges: 


Federal tax: 


20’ x 40’ 
9’ 


Glass and plaster, with venetian 
blinds and wool drapes 


Asphalt tile 
Acoustical tile 


10 


Eight typewriters, two adding 
machines 


70 decibles 


Two miles 


Three — 8” cone type, full range 
reproduction 


Six watts 


Contract length 


1 year 3 years 5 years 
$46.20* $42.00*  $37.80* 
$38.50* $35.00*  $31.50* 
$70.00 $70.00 $70.00 

0 0 0 
0 0 0 
8% 8% 8% 


*Includes ASCAP and BMI music performance fees 
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office or plant to turn the system on. 

A special “beep” cuts out news 
broadcasts and commercials which 
occur every other 15 minutes. An- 
other “beep” turns the system on 
again when the news is over. 

No playback equipment—phono- 
graphs or tape recorders—is_re- 
quired on your premises, so no ma- 
chinery must be looked after and 
maintained. 

No employee has to take time out 
of his job to load or look after play- 
back equipment. If the equipment is 
leased, it is checked periodically by 
technicians from the music supplier. 

“Piped in” system: This system is 
just like the first system, except that 
the music is piped into your office 
via telephone lines. There is usually 
no appreciable difference in cost to 
you between the FM radio service 
and the telephone line service. 
Therefore the choice between these 
two methods is most often deter- 
mined by how far your office is from 
the central studio. 

“On premises” system: With this 
system recorded music is played on 
a phonograph or tape recorder lo- 
cated on your own premises. Rec- 
ords or tapes are furnished by the 
music service. They can be installed 
in the playback equipment by your 
own employees or by music service 
technicians who call periodically. 
The playback equipment is not usu- 
ally installed by the music suppliers. 
Some suppliers design playback 
equipment and job out the manu- 
facturing. You can either buy or 
rent it directly from the manufac- 
turer. Most suppliers will recom- 
mend reliable playback equipment 
to you. 

If you buy a playback unit, the 
cost is about $1,000 plus installa- 
tion charges. These units normally 
require less than seven square feet 
of floor space, but they must be 
readily accessible at all times. 

Someone in your company must 
be assigned to maintain the equip- 
ment, service it, change and select 
records and tapes. Since these peo- 
ple are rarely trained in the proper 
programming of work music, this 
system might not be as effective as 
the first two. 


Where work music works 


Work music produces the best 
results when it is used to break the 
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monotony or tension of a routine 
operation. Since clerical and indus- 
trial workers are most subject to 
repetitious work, on-the-job music 
stimulates these types of people 
best. 

in 1943, a University of Cincin- 
nati psychologist, Dr. A. G. Bills, 
reported that musical stimulation 
definitely speeds up plant produc- 
tion. His report stated: “. .-. the 
playing of music during work hours 
in the industrial plants of England 

. [increased] output as much as 
13%. 

Music is effective in boosting the 
amount of routine work an em- 
ployee can turn out partly because 
it helps to create a pleasing environ- 
ment. If an employee likes the place 
he works, most likely he will be 
more interested in the work he does. 
Interest eliminates boredom. 

Psychologists say boredom is a 
purely mental state—a conscious or 
subconscious resistance to the im- 
posed condition of repetitive work. 
Music is a mental relief. It gives the 
worker something to concentrate on 
besides the unpleasant aspects of 
his job. 

Since routine work requires little 
creative thinking, there is no danger 
that music will distract the worker 
from what he is doing. In fact, work 
music experts say that the rhythm 
in music helps workers work more 
efficiently. 

Different types of music are used 
for different types of jobs. Experi- 
ence shows that whereas rhythmic 
music is best for industrial workers, 
ballads and more romantic music 
seem to get greater output from 
clerical workers. 


Acoustical problems 


A common misconception is that 
work music can be used only in 
rooms where the noise level is not 
high. The fact is that music can be 
used successfully in a “noisy” plant, 
sometimes with more profitable re- 
sults than in an office. 

Muzak, one of the largest sup- 
pliers of work music, has installed 
music systems in such noisy places 
as the press room at Continental 
Can Co.’s plant in Milwaukee, the 
work areas of Utica Drop Forge and 
in dozens of linotype rooms. 

“In those places where it seems 
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HOW MUCH MUSIC COSTS IN THE PLANT 


The cost of music in your plant is determined mostly by the size of the 
room, ceiling height, sound-reflecting wall surfaces and noise level. 
Here’s how a typical plant is analyzed for music. 


* Analysis 


Size of room 
Ceiling height 
Walls 

Floor 

Ceiling 

Number of workers 
Machines 

Noise level 


Distance from studio 


* Requirements 


Speakers needed 


Amplification needed 


* Costs 
Leased equipment per month: 
(includes maintenance) 


Owned equipment per month: 
(Not including maintenance) 


Installation charge: 


Additional telephone line 
charges: 


Additional FM radio charges: 


Federal tax: 


20’ x 40’ 

14 

Brick and glass 

Wood 

Steel and concrete 

12 

Six lathes, four drill presses 
80 decibels 


Four miles 


Four — 8” cone type, full range 
reproduction 


Eight watts 


Contract Length 


1 year 3 years 5 years 
$50.05* $45.50* $40.95* 
$41.25* $37.50*  $33.75* 
$70.00 $70.00 $70.00 

0 0 0 
0 0 0 
8% 8% 8% 


*Includes ASCAP and BMI music performance fees 
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CONTROL AT HERTZ | 





“Moore forms help us 
get Rent A Car 


reports days sooner” 


Hundreds of Rent A Car stations in cities all over the 
country mail complete daily reports to Hertz’ Chicago 
central office. These reports cover over a million auto 
rentals a year, and they must be presented in summary to 
all levels of management for forecasts, market analyses 
and budget decisions. 


In the past, these summaries were prepared manually from 
the daily reports. Rapid growth in Hertz’ Rent A Car 
business required conversion from thousands of hand oper- 
ations to an automated system. 


With the automated system, the monthly revenue reports 
are ready days earlier, and contain more detailed informa- 
tion. The system is built around electric accounting 
machines, using punched cards. The only manual step is 
the initial key-punching of four cards for each daily report. 
From them, a preliminary weekly revenue report is run off, 
balanced and proved. For the full-scale summary, each 
month’s cards are used again, and the machines auto- 
matically print the four sections of the monthly revenue 
report on specially designed continuous forms. The sec- 
tions are two Credit Sheets, a Debit Sheet and a Statistical 
Summary of car rentals, Automatic machine accounting 
and printing eliminate all copying errors and the forms 
provide accurate copies of all reports for every office need. 


“The Moore man’s advice was a great help in designing 
the forms which we use in our system,” said Mr. R. A. 


Build control with 





R. A. Petersen, Assistant General Manager, 
Rent A Car Division of The Hertz Corporation 


Petersen, Assistant General Manager at Hertz. The forms 
are continuous three-part Moore Speediflo forms —the com- 
pany’s control in print. 
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For more information on Automated Data Processing 


systems (ADP) and Moore-designed forms and systems 
for every size and kind of business, get in touch with the 
Moore man. He’s listed in the Yellow Pages of your tele- 
phone book. Or write to the nearest Moore office. No 
obligation, of course. 


MoorE BUSINESS ForMS, INC., Niagara Falls, N. Y.; 
Denton, Texas; Emeryville, Calif. Over 300 offices and XY 
factories throughout the U. S., Canada, Mexico, Cuba, \ —- 


Caribbean and Central America. ® 


MOORE BUSINESS FORMS 


(Circle number 122 for more information) 
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music hasn’t a chance of being 
heard, production has risen measur- 
ably,” says a spokesman for Muzak 
Corp.* “Actually, it’s not too dif_i- 
cult to hear music over the din of 
machines. Noise is limited to a nar- 
row band of frequencies. A broad 
band of frequencies can be carried 
on a high quality sound system. In 
effect, the music is heard ‘around’ 
the noise frequencies.” 


Where music doesn’t work 


Despite the profits many com- 
panies have gotten from work music 
it’s wrong to install work music on 
the assumption that it will automa- 
tically increase the output of every 
employee. 

A survey published in Industrial 
Relations News (Feb. 18, 1958) 
shows that executives and people 
who do creative work find music 
distracting. More than half the firms 
surveyed stated they used music 
only in departments where there is 
little or no creative work. 

One copywriter puts it this way: 
“I get an idea and start to develop 
it. Then I find myself trying to re- 
call the words to the music I’m hear- 
ing. Music interrupts my chain of 
thought.” 

Experience shows that work mu- 
sic can be a definite hindrance to 
a job that requires a high degree of 
concentration. Law or accounting 
offices, for instance, would not likely 
derive much benefit from work 
music. 

It’s also impractical to install 
work music where the number of 
workers is low compared to the size 
of the area the music would have to 
cover. It would be prohibitively ex- 
pensive, for example, to install a 
music system for the four men who 
tend a giant generator plant in 
Oregon. 

It can be a waste of time and 
money to install work music where 
the roar of machinery would almost 
drown it out. “It’s always possible 
to surmount factory noise with the 
right sound equipment,” says a 
prominent acoustics engineer, “but 
by the time you paid for the am- 
plifiers you’d need to service a 
boiler works, you'd have spent far 





“This company offers a factual booklet on the 
effectiveness of work music in varied situations. 
For a free copy, circle number 246 on the Read- 
er Service Card. 
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VISUAL CONTROL PANELS 


Chart Action, Indicate Trends, Permit Comparison, Organize Facts 
j ACME VISIBLE RECORDS, INC., Crozet, Virginia ©-75° 
| [_] Send us more information on Visual Control Panels. 
| [_]We are interested in Acme Visible equipment 


| for. records. 
Kind of record 

















Complete flexibility with limit- 
less signalling and charting possi- 
bilities . . . Easily adapted to your 
individual record requirements. 


Lightweight panels contain 














clear plastic tubes which are | Company 
individually removableand maybe j,i ion 
shifted from one position to an- 

other... Clarity of tube provides 4 Address 


full legibility of contents. | City Zone____State 


(Circle number 100 for more information) 
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CHECK these reasons for choosing a nationalease firm: Experienced 
nationally, but locally owned. Cost geared to the local area, flexible in 
scope. Service garages owned, equipped and staffed by the lessor, well- 
managed to effect maximum efficiencies. ~ Extra equipment always avail- 
able for peak-load or accident emergencies. Adaptable to unusual needs, 
special equipment, off-point locations. ™ Reliable— preferred! 


L E AS E eee f or Pp r of, i t ! nationalease service doesn’t add to your 


cost ... it saves! Saves unproductive capital and management 
time you now spend on trucks. All you do is supply the driver, 
then operate the truck as if you owned it. 

Write us for the name of the nationalease company in 
your area, and descriptive brochure. 


NATIONAL TRUCK LEASING SYSTEM 


Members in principal cities in the United States and Canada « 


23 E. JACKSON BLVD., SUITE M-7 « CHICAGO 4, ILLINOIS 


(Circle number 125 for more information) 
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Burroughs 


Typing Accounting Machines 
pay for themselves every 
twelve months at PHILLIPS-VAN HEUSEN 


One of the modern shirt-making greats, 
Phillips-Van Heusen Corporation, has 
a century-long record studded with ad- 
vances in the styling, quality and dura- 
bility of men’s shirts. 


Progressive in its products, progressive 
in its management, too, Phillips-Van 
Heusen mechanizes its big payroll job 
with Burroughs Typing Sensimatic Ac- 
counting Machines. 


Says Phillips-Van Heusen President 
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Burroughs 


Seymour J. Phillips: “Through the 
savings they make in our payroll oper- 
ation, our Burroughs Typing Account- 
ing Machines pay for themselves every 
twelve months. However, cost savings 
are only part of the story, for we are 
very pleased with the uniformity, neat- 
ness and general efficiency that this ad- 
vanced descriptive accounting equip- 
ment has brought to our operation.” 


Whether your firm is large or small— 


(Circle number 104 for more information) 









whether your problem child is descrip- 
tive or numerical accounting or other 
data processing — there is a proved 
Burroughs answer ranging from ad- 
vanced accounting machines to giant- 
capacity electronic computer systems. 


Call our nearby branch office and have 
a Burroughs systems counselor dem- 
onstrate the answer to your problem. 
Burroughs Corporation, Burroughs 
Division, Detroit 32, Michigan. 
Burroughs and Sensimatic—TM’s 


Burroughs Corporation 
“NEW DIMENSIONS / in electronics and data processing systems” 
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more than you could save in pro- 
duction increases.” 


Planned vs. unplanned music 


You could design your own house, 
but the chances are 100 to one that 
an architect could do a better job. 

It’s the same with work music. 

You can have an on-premises 
system installed and plan the music 
yourself. But you won't get the most 
profitable results from work music 
unless the music is planned scien- 
tifically. 

Work music is played to eliminate 
boredom and awaken interest in a 
job. Musicologists say that the ar- 
rangement and instrumentation of a 
tune has much to do with its effec- 
tiveness. 

Take “The St. Louis Blues” for 
example. Done in a march tempo, 
it arouses excitement. A_ slower 
“blues” arrangement gets a different 
reaction. 

Work music should be of a special 
type especially recorded and _ pro- 
grammed for a specific reaction — 
increased interest in a job. 

If planned properly, the same 
work music program is seldom, if 
ever, repeated. Careful considera- 
tion goes into the time of day that 
each selection is played. Music with 
the greatest “lift” is programmed so 
that it falls during the normal ebb 
energy periods in mid-morning and 
mid-afternoon. 


“Extras” in a music system 


You can get more from a music 
system than just music. A properly 
engineered music system can be 
used for both signaling and paging. 

Announcing company information 
through the system can do much to 
cut down on the detrimental effects 
of a rumor-laden grapevine. 

In the Helen Curtis cosmetics 
plant fire in Chicago, the sound sys- 
tem was used to a triple advantage. 
The company used it to warn em- 
ployees of the danger, give them 
evacuation instructions, and relay 
fire-fighting instructions to the fire- 
men inside the plant. 

Whether or not work music will 
work for you is determined by a 
number of variables. But if you are 
looking for ways to build profits by 
building productivity, work music 
is well worth your consideration. ® 
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No need. Pendaflex hanging, sliding folders make 
filing mild ... easy drawer-ing. Finger-tip control 
lowers harmful work content; lets clerks file more, 
feel it less. And exclusive Pendaflex ‘‘Keyboard” 
/ selection takes the harshness and bite out of office 
costs. King-size economy. In short, Pendaflex filing 
is a working girl’s prayer, a saving man’s answer. 

Mail this Extra-Bonus valuable coupon imme- 
diately and receive a free file analysis. It Satisfies! 

Oxford Filing Supply Co., Inc. 
Garden City, New York 

3 Distributed in Canada exclusively through Luckett Loose Leaf Ltd. 


Oxford 




















OXFORD FILING SUPPLY CO., INC. 1 
4-7 Clinton Road, Garden City, N. Y. 


Please send everything that is free...including 
File Analysis Sheet. 











NAME 

.. FIRST 
FIRM aieete 
STREET IN FILING 
CITY ZONE STATE 
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One manufacturer saved 40 manhours per week when he replaced his obsolete inventory 


system with electro-magnetic card files. He also eliminated delay and costly errors. 


Here’s how you can get the same results with this modern inventory control procedure. 


Cut inventory costs 


with 


magnetic 


card 


files 


PROBLEM: 
SOLUTION: 


RESULT: 


and efficiency in inventory control. 


es inventory costs 
and manhours spent in inventory 
control procedures are probably out 
of control in your company. 

This statement is almost certainly 
true if your company is among the 
many which still employ the ar- 
chaic, loose-leaf binder system to 
keep track of inventory and supply 
stocks. 

The Russell, Burdsall & Ward 
Bolt and Nut Co. of Port Chester, 
New York, is one progressive manu- 
facturing company which recently 
sat back, took stock of itself, and 
decided something had to be done 
to modernize its own system. 


4B 


The problem 


Purchasing Agent Charles Steers, 
when he joined the company, 
found a typically obsolete system of 
inventory card filing utilizing some 
70 binder books each containing 
hundreds of loose-leaf sheets. These 
were bulky to handle and hard to 
store. To order a tool from stores 
under this old system a tool order 
had to be written out duplicating 
pertinent information found on the 
loose-leaf sheets. This was not only 
time consuming, but also involved 
the possibility of errors in copying. 

For tools purchased from outside 





To maintain up to date, accurate inventory controls. 
A magnetized combination traveling requisition and perpetual inventory card system. 


Reduced manhours and labor costs = increased accuracy 


concerns, a requisition had to be 
prepared by again returning to the 
loose-leaf binders for information. 
Historical data on the last two or- 
ders had to be given to the pur- 
chasing department on this form 
so they could decide the most 
economical quantity to buy. 

To work under this system a lot 
of writing was necessary and it took 
a minimum of three people to per- 
form the numerous functions. 


The solution 


The company found it could 
eliminate its entire binder book 
system and economically install a 
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completely mechanized inventory 
control system utilizing two cards 
for each stock or purchase item. 
This modernization was accom- 
plished by the installation of a 
Magne-Dex magnetic filing system, 
a product of The General Fire- 
proofing Company of Youngstown, 
Ohio. The system operates on the 
principles of electro-magnetism. 


How it works 


Keynote of the new system is the 
construction of the inventory cards 
themselves. In each side near the 
top of every Magne-Dex card, a 
small piece of steel is laminated. 
This steel—only .002” thick—has a 
mild temper so that it can be put 
into a typewriter or bookkeeping 
machine and yet is able to snap 
back to its original flat shape when 
not under pressure. Solid perma- 
nent magnets run from front to rear 
on the inner sides of the metal trays 
in which the cards are housed. The 
metal strips in the cards are mag- 
netized to repel each other causing 
the cards to fan out when the pres- 
sure of the control plate is re- 
moved. This makes the first two or 
three lines of the indexing informa- 
tion easily visible. The operator can 
see, identify and pull out the card 
selected immediately. There is no 
problem of cards sticking together. 


Outside tool purchases 


For outside tool purchases, the 
operator pulls the selected requisi- 
tion cards from the file drawer, 
checks the balance in stock from 
the accompanying perpetual inven- 
tory card, (which, incidentally, 
always stays in the file), places it 
in an envelope and sends it to the 
purchasing department. There they 
write three numbers and a vendor 
code on the card and return it to 
tool stores. Previous purchase in- 
formation has been posted on the 
card, so there’s no need for an ad- 
ditional card (as in the old system ) 
to be sent to purchasing. 

After the order is complete and 
the material requested delivered, a 
line is drawn through the purchase 
order information and the Magne- 
Dex card goes back into the file. 
When the traveling requisition card 
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Just type a stencil../ xX 


= 


and "touch" your cartons 


MAIN Way Daug comp, 
423 SPring ave. j 
NEW voax N.Y. 





Fastest, easiest way to address 
your multiple carton shipments 


Weber ‘“Touch-Stenciling” replaces labels and 
stencils boards. It’s fast, neat and systematic 


Want a quick, easy way to address 
shipping cartons? Then try this new 
Weber ‘“Touch-Stenciling” system 
—means no more stencilboards, rub- 
ber stamps or label typing. 


Shipping cartons, pre-printed with 
“Ship-To” label frames, are address- 
ed by simply printing the custom- 
er’s name and address within the 
frames with a Web-O-Print hand 
duplicator. It prints from a stencil 
that you can type or handwrite. 
Just a “touch” on the carton leaves 
a clear, sharp, permanent print. 


With a smooth, one-hand motion 40 
to 50 cartons can be addressed in a 
minute. After the shipment is ad- 
dressed the stencil is thrown away, 
saving filing time and space. 


Weber stencils can be prepared as 
part of your order-invoice writing 
procedure to save time and elimi- 
nate shipping errors. They can be 
cut as a by-product of forms typing 
on manual or electric typewriters, 
automatic accounting machines and 
other modern office equipment. 


FREE BOOKLET TELLS SAVINGS STORY! 
Write today for new booklet—How to Save Time 


and Money with ‘Assembly Line’ Shipment Addressing. 

















I Le | 
WEBER MARKING SYSTEMS, INC. t 
Dept. 19-G Hl 
Weber industrial Park 2 
Mount Prospect, Ill. i 5 
Send me your bulletin on “Assembly Line” 
Addressing Systems. a 
Company 
MARKING SYSTEMS 7 5 
Individual ek 3 
Sales and Service in Dashing 3 
i 
all principal cities ly ea re § 
ee lee a 
ne ak me Se oe as oe oe ee a en a nl 
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Perpetual inventory card (above) stays in file, tells balance in stock at a glance. 
Traveling requisition card (below) has vendor, quantity bought and delivery data. 


is out of the file, a small red metal 
tab is attached to the matching per- 
petual inventory card to signify its 
absence. 


Factory made tools 


When a factory-made tool is or- 
dered, the same two card system is 
used. The only difference is in the 
indexing information and the route 
taken by the requisition card. 

Here, colored traveling requisi- 
tion cards are used for department 
identification and are issued by tool 
stores. The only notation which has 
to be made on the card is the quan- 
tity of tools desired. The card is 
then sent to the tool room foreman 
who uses it as his authority to make 
the tools. 

The travels of the card do not 
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stop with the foreman, however. 
Next it goes from one machine 
operator to the next and follows 
each manufacturing operation. 
When the manufacturing cycle is 
complete and the tools OK'd by 
final inspectors, the traveling re- 
quisition card is returned to the 
tool stores clerk. He files it, indexed 
by department, until the same tool 
is required again. Then, the same 
procedure is followed. 


The result 


Where three clerks were required 
under the old system—now two are 
used. The saving—40 manhours 
per week. Just one more example 
of a small investment in modern 
equipment paying for itself over a 
few short months. 
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Reynolds & 
Reynolds Sales 
Representatives 


NEW ENGLAND 
CONNECTICUT, FAIRFIELD: J. M. 
Lashar, D. Savard, CL 9-5204. 
MASSACHUSETTS, CAMBRIDGE: N. 
E. Duehring, W. W. Pearse, S. Straghan, 
SN -—" PALMER: C. Windholz Jr., 
RHODE ISLAND. ls ata 
onnor Jr., 1-334 
MIDDLE aL Ann 
NEW YORK, ALBANY: O. Miller, 
4-3543; BUFFALO: H. oe Poulton, 
CI 3606; NEW YORK: Fox, C. F. 
Roeder, L. Straight, C. HY ‘Swanson, H. 
W. Wishart, G. E. Dorry Jr., R. Constant, 
TR 3-5418; ROCHESTER: E. A. Reyn- 
olds, HA 6-2747; SYRACUSE: J. Gorton, 
HO 3-4802. 
PENNSYLVANIA, NARBERTH: P., 
Burke, D. Gross, T. McKay, MO 4-6190; 
PITTSBURGH: W. G. Fischer, D. R. 
Hixenbaugh, MO 1-0467: WEST READ- 
ING: J. L. T. Aiman, FR 6-1132. 
NORTH CENTRAL 
ILLINOIS, ee W. G. Daniel, 
G. H. Dengler, E. J. Endzel, $. C. Morrey, 
t adie PEORIA. B. Crismore, 
INDIANA, FT. WAYNE: W. J. Dyk, 
AN 9459; INDIANAPOLIS: R. D. 
Brown, A. Wisner, WA 6-5605; MUN- 
CIE: H. M. Chaddock, AT 23312. 
IOWA, DAVENPORT: B. Hassel, 6-2933. 
MICHIGAN, DETROIT: P. E. har ag 
L. H. Taylor, T. E. Weaver, 
Williams, BR 3-9616; GRAND RAPIDS: 
J. Zimmer, GL 1-3162. 


MINNESOTA, ST. PAUL: J. K. Annett, 
. Bozenich, MI 5-5525. 

MISSOURL. KANSAS CITY: one. 
Kleban, BA 1-1817; ST. LOUIS. ~ 

McLeod, PA 6-1188. 


REBRASRA, OMAHA: L. L. Rentschler, 


QHIO, AKRON: B. Given, FR 6-8621; 
CINCINNATI: E. VanNess. AV 1- 3068: 
CLEVELAND: L. M. O’Connor Sr.. 
E. Lee, UT 1-6525; COLUMBUS: 
M. Price, HU 8-6534; DAYTON: 
G. Butcke, N. F. Gregg, L. Sy trae 
L. Heilig, BA 4-3831; TOLED 

O. Sullivan, GR 4-5365. 
WISCONSIN, MILWAUKEE: A 
Jennrich, C. G. Langheck, BR 4.6330, 
SOUTH ATLANTIC 


Pea Ete: Se; 
Hassel Jr., EV 7-11 


REQEGIA ATLANTA: G. H. Fowler, 
- Smith, JA 2-3377. 


HAR BALTIMORE: G. E. 
tewart, -5766; —— SPRING: 


T. Wisner, JU 9-3080 
‘ ’. CHARLOTTE: B. 
. Wilson, ED 4-9425. 
VIR RICHMOND: W. G. 
rcher, -5625 


WEST VIRGINIA, HUNTINGTON: J. 
H. Holliday, JA 5-8468. 


SOUTH CENTRAL 


ALABAMA, BIRMINGHAM: M. H. 
eisinger, FA 3-3769. 
N 


. eer NSN tLLS: J. B. 








onzre 


ughes, 3-687 
NEW ORLEANS: E. M. 
rooks A 5-4513; SHREVEPORT: 
W. D. Martin, o = 194. 


LAHOMA erry: ©. 
artin, x Soot TULSA: F. Pontious, 
WE 9-5508 
PHIS: 


TENNESSEE, MEM Rm, ©. 
Thompson, R 2-2912; NASHVILLE: 
G. W. Sisk, AL 6-8851. i 

TEXAS. CORPUS CHR a: ee -O, 
Helm, TU 3-5261; DALLAS: G. B. 
Shafer, H. W. Secker, C. Stewart, FL 
717-4627; HOUSTON: G. B. Haggott, R. F. 
Hendrix, JA 4-2405; LUBBOCK: B. 


Stewart, PO 3-1261; SAN ANTONIO: 
W. D. Gaston, PE 2-5161. 
MOUNTAIN 

COLORADO, DENVER: R. J. Folkman, 
AC ‘2-5440. 

PACIFIC 


CALIFORNIA. LOS ANGELES: J. A. 
ook, L. espie, J. Drummond, T. 
Gowran, T I. McKee, A. W. Skelton, 
NO 3-2251; OAKLAND: B. J. Lund- 
quist, TE 2-7156; SACRAMENTO: D. 
Drake, GI 3-5019; SAN BERNARDINO: 
A. G. Cundiff, TU 9-3191; SAN DIEGO: 
J. R. Greene, CY 5-3508; SAN FRAN- 
CISCO: H. F. DuPre, KL 2-264 8; SAN 
JOSE: B. Keagy, CY 3-1138. 


QREGON: PORTLAND: A. Bouchard, 
A 3-5924. 


WwW » SEATTLE: W. E. 
ooth, -5790. 
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If you’re 
“out to sea” in 
paper work... 


get on solid ground by consulting one of Reynolds 
& Reynolds expert representatives! They’ve helped 
hundreds of large and small companies simplify 
paper work procedures. Reynolds & Reynolds will 
design business forms to meet your own particular 
requirements . . . and coordinate these special forms 
into an integrated system which will streamline 
your entire office procedure. Reynolds & Reynolds 


The boc bina & Bi! bere wot and 
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DAYTON, OHIO 





¢ CELINA, OHIO © DALLAS, TEXAS «¢ 





systems are made up of custom-tailored payroll 
checks, voucher checks, purchase orders, invoices, 
inventory records, production records, letterheads, 
envelopes, customer statements, machine account- 
ing forms, bills of lading, journals and ledgers—to 
mention a few! 

Let a Reynolds & Reynolds representative go 
over your paper work with you... no obliga- 
tion! See list on adjoining page . . . call today! 








Los ANGELES, CALIFORNIA 


BUSINESS FORMS AND 
SYSTEMS SINCE 1866 


Also manufacturers of Post-Rite 
Pegboard Accounting Systems 


(Circle number 139 for more information) 
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ON THE ST. JOHNS RIVER 


FLORIDA 


This friendly small city is 
opening its arms to industry 


FACTORY AND WAREHOUSE sites 
at realistic prices including rail- 
road siding property 

INDUSTRIAL WATER .. . bountiful 
supply 

LOCAL LABOR... dependable, im- 


mediately available, capable and 
cooperative 


HOMESITES AND HOMES... desir- 
able locations at prices to fit all 
budgets 


PLUS 


BARGE WATER TRANSPORTATION 
to East Coast and Northern Ship- 
ping Paints 

LOCAL AND STATE GOVERMENT 
cooperation 

JOYS OF SMALL TOWN LIVING... 


fishing, boating, golf, friendly 
neighbors, plenty of sunshine 


40 MILES TO DAYTONA BEACH 


30 MILES TO NEW SMYRNA 
BEACH 


FREE... Write for FACTS OF LIFE IN 
Sanford. 






ACKSONVILLE 


CAPE 
CANAVERAL 


Be our guest for 
a day or two and 
see for yourself 


CHAMBER OF COMMERCE 
DEPT. 6, SANFORD, FLORIDA 


(Circle number 129 for more information) 
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Business electronics 


Read-out form printer 
has 12-decade capacity 


Clary Corp. has developed a 
read-out form printer with an 
automatic form ejector. Its uses 
include recording automatic 
check-out data, logging instru- 





Paper transport mechanism on unit 
precisely positions printed forms 


mentation data, quality control 
reports, inspection records and 
printing labels and tags. 

Printing data sources include 
digital volt meters, shaft position 
transducers of both the decimal 
and coded types, EPUT meters, 
electronic counters, step switch 
banks and relay banks. 

An original and three carbons 
can be printed on special “car- 
bonless” paper — either 3% by 7 
inch or 3% x 3% inch sizes at the 
rate of 2% lines per second. 

This Clary Model 1941 is 
equipped with an electrically 


controlled dater independent of 
data columns. The _ solenoid- 
operated form printer weighs 
40 pounds and measures 20 by 
11 by 9 inches. 

For more information on this 12- 
decade capacity printer, circle num- 
ber 264 on the Reader Service Card. 


Free chart pictures 
electronic symbols 


Electronic communication 
symbols are illustrated and de- 
fined on a chart prepared by 
Du Kane Corp. 

This handy single reference 
source includes symbols for 
electronic devices and assem- 
blies, circuit elements, wiring 
and communication system ele- 
ments. 

In designing the chart, Du 


Ry , oc 





Pat 


New chart shows symbols used in 
specifying communications systems. 


Kane engineers used symbols 
approved by the American 
Standards Association and other 
authorities. 

The electronic symbols are 
adaptable to simplified, single- 
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line block diagrams or complete 
schematics. 

For a free chart, circle number 
265 on the Reader Service Card. 


Card sorter processes 
2,000 cards per minute 


A transistorized punched card 
sorter capable of twice the speed 
of previous models has been.de- 
veloped by International Busi- 
ness Machines Corp. 

This IBM 84 unit can sort 
cards into alphabetical or nu- 
merical sequence at the rate of 
2,000 per minute. 

The new device incorporates 
transistorized circuits, vacuum- 
assist card feeding, photo sens- 





New rapid punched card sorter 
doubles top speed of other models. 


ing, radial stacking and continu- 
ous loading. 

The feed unit has a built-in 
vacuum-assist that helps feed 
cards into the machine at speeds | 
in excess of 33 a second. No 
hopper card weights are neces- 
sary. 

The file feed holds 3,600 cards, 
making it possible to load cards 
continuously while the sorter is 
in operation. A dynamic brake 
quickly stops the machine when- 
ever required. 

Cards are read directly by 
photo sensing without direct 
contact with the punched holes. 

Sorted cards are stacked on 
end in the pockets and can be 
removed without interrupting 
the sorting routine. With these 
“non-stop” radial stackers, capa- 
city of each sorter pocket has 
been increased to 1,650 cards. 

For further details on this new 
IBM sorter, circle number 266 on 











the Reader Service Card. 
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BUSINESS FORMS Co. 


Baltimore Business Forms 


THE BALTIMORE BUSINESS FORMS COMPANY 


3142 Frederick Avenue, Baltimore 29, Md. 
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21 ways to save taxes 


on your investments 


Use any of these 21 ideas before the year end and you will 


save on your investment taxes. The suggestions are extracted from 


an address before the Southern Conference of the Controllers 


Institute of America by James Noone Connolly, Vice President of 


Williams, Inc., New Orleans. 


bs Keep investment records up-to- 

date by classifying securities into 
short-term and long-term tax cate- 
gories. 


2. Study carefully the tax advan- 
tages or tax disadvantages before 
completing any transaction, and be 
alert to tax savings. 


+ 

O- Check your last tax return so 
as to apply any carry-over losses 
against this year’s profits. 


4. Where there are long-term 
gains and no short-term gains, defer 
losses to a different year from the 
gains. For example, a taxpayer in 
1958 has long-term profits of $2,000 
and open losses of $2,000, if he elects 
to sell. He will save taxes by taking 
the $2,000 gains in 1958 and the 
losses in 1959 (up to $1,000) and in 
1960 (up to $1,000). He is taxed on 
$1,000 capital gain in 1958 and se- 
cures a $2,000 loss in 1959 and 1960. 
If he sold all the securities in 1958, 
the net tax result would be zero. 


Po 
2+ No loss will be allowed on a 
sale of securities if, within 30 days 
before or after the sale, the same se- 
curity is bought. If an investor 
wishes to maintain his relative mar- 


a4. 


ket position he may purchase other 
securities in the same industry or 
possessing like characteristics. If, 
however, he wishes to retain his in- 
vestment in a specific security and 
yet deduct a loss to conform with 
the 30-day lapse requirement, he 
may buy the same security, hold the 
double amount of shares for 31 days 
and establish a loss on his original 
holding. The 30-day rule on losses 
does not apply to a taxpayer 1) who 
is in business as a dealer in stocks 
and bonds; or 2) who is sufficiently 
active in security transactions so 
that it can be termed a business, 
even though he may _ conduct 
another business. 


6. Unless securities when sold are 
identified, the first sale of a block of 
securities applies against the first 
purchase. This is the so-called “first- 
in, first-out” rule. Identify the se- 
curities to be sold by certificate 
number or date of purchase, or in- 
struct the broker to sell from the, 
say, 1957 or 1958 block. 


4. The cost of a defaulted bond 
selling “flat” includes the interest 
accrued to the time of purchase. 
The accrued interest up to time of 
purchase, when paid, is a return of 
capital and reduces the cost price. 


3. Securities on which long-term 
gains are shown and on which large 
dividends have been declared, but 
not yet paid, should be sold before 
the ex-dividend date to register 
capital gains. In effect, the divi- 
dends are received through the 
higher sales prices and taxable at 
the maximum 25% rate, whereas if 
the dividends are actually received, 
they are taxable at regular tax rates. 
This advice does not apply to cor- 
porate holdings of stocks. 


9). Premiums and commissions paid 
to the broker, and amounts paid to 
the lender for interest and dividends 
in connection with a short sale, are 
deductible non-business expenses. 


10. An investor may donate se- 
curities on which he has a substan- 
tial unrealized profit to a legally 
recognized charitable organization 
at the fair market value without 
paying a capital gain tax on the 
profit. He may retain his investment 
position by immediately repurchas- 
ing the identical securities thus 
“stepping-up” his cost basis. 


11. Commissions to brokers and 
federal stamp taxes are an addition 
to or deduction from the purchase 
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and sales price and reduce the gain 
or loss on the sale. State transfer 
taxes, however, are an expense. 


. Interest on brokers’ debit 
balances is deductible by a cash 
basis taxpayer only if paid to the 
broker unless the broker receives 
dividends or proceeds from sales of 
securities to apply as an offset, 
against the interest charged. Tech- 
nically then, a cash basis taxpayer 
with a debit balance and no diyi- 
dends or proceeds coming into the 
account may not deduct the interest 
debited to his account. 


133. Investors may deduct these 
items from income: dividends and 
premiums on short sales; costs of 
advisory services and investment 
counsel; safe deposit box rental; cus- 
todian fees for securities; office ex- 
penses; costs of professional services 
for preparing and defending a tax 
return, and of accounting and audit- 
ing services; and investment litera- 
ture costs. 


| 4.. Worthless securities are 
treated as capital losses to the full 
amount of capital invested, and 
must be claimed in the year they 
become worthless. Taxpayers have 
a seven-year period to file claims for 
refund or credit resulting from 
worthless securities. Worthless non- 
registered debt securities without 
coupons are treated as bad debts. 


15. Securities of doubtful value 
should be sold if possible on a free 
market or by auction or by advertis- 
ing. The Internal Revenue Service 
frequently questions the bona fides 
of securities sold to relatives and 
friends to establish losses. 


16. Securities acquired from a 
decedent have a cost basis valued 
on date of demise or of value one 
year from date of death, if the exec- 
utor so elects. In either instance, 
the holding period starts on the day 
following the death. 
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17. Securities acquired by gift 
after December 31, 1920 have the 
cost basis of the donor, and the 
holding period commences with 
the donor’s date of acquisition for 
the computation of gain. In deter- 
mining a capital loss, the basis is the 
lower as between the cost to the 
donor and the market value at date 
of gift. If the market value at date 
of gift is lower than donor’s cost, 
the holding period commences at 
date of gift. 


18. Capital gains dividends re- 
ceived by an investor on stocks of 
regulated investment companies are 
long-term capital regardless of his 
holding period, and such capital 
gain distributions do not reduce the 
purchase cost of his shares. 


19. An_ investor having short- 
term gains should check his port- 
folio to determine whether he can 
make any sales to effect short-term 
losses to offset the short-term gains. 
For example, an investor has short- 
term gains of $2,000, long-term gains 
of $2,000. If he takes a short-term 
loss of $2,000 it is applied against 
the short-term gain and his taxable 
long-term gain is $1,000 compared 
with a $2,000 gain taxable at regular 
rates if he offsets the long-term gain 
by a long-term loss of $2,000. 


2). Consider the possibility of 
filing separate returns. The capital 
gains of one spouse may be offset 
by the capital loss of the other 
spouse, but if a joint return is filed 
the maximum net loss deduction is 
$1,000, whereas if separate returns 
are filed, each spouse may claim a 
$1,000 loss deduction on his and her 
return. 


21. Where the taxpayer has a 
large loss and wants to insure the 
deduction, sell other securities at a 
profit to offset, and repurchase them 
the same day to secure his market 
position and to get a “stepped up” 
cost basis. @ 





PRACTICAL 
SOLUTIONS 


TO MANAGEMENT PROBLEMS 


Find them in— 


THE DECISION-MAKERS 


by Richard R. Conarroe, Editor 
of Management Methods Magazine 


Sixteen idea-packed chapters reveal the 
professional manager with his sleeves 
rolled up, making the kind of imaginative 
decisions that bring a company out on top. 


You'll want to read THE DECISION- 
MAKERS for pleasure and profit 


Because— 


It gives you some of the country’s most dra- 
matic case histories of modern managers in 
action. 


Follow these top flight executives as they 
show you by their own example 


HOW TO-—create tomorrow’s sales now... 
predict and reach distant growth goals... 
build a management staff...handle public 
and private finance... win cooperation from 
your union... get a new plant with no capital 
outlay ... work harder without ulcers 


and scores of other real problems with 
solid, imaginative solutions. 


THE DECISION-MAKERS is expanded 
from the now famous series in Management 
Methods Magazine, “Profile of a New Kind 
of Manager.” Together with narrative case 
studies, it contains how-to interviews with men 
like Lawrence Appley of the American Man- 
agement Association. 


This big 8%” x 11” book is fully illustrated 
and beautifully bound in two editions: 


Standard*—blue Fabrikoid, 


silver stamped $10 
Deluxe—genuine pigskin, your name 
stamped in gold $15 


* 10-day free trial basis. Quantity discounts. 
An appropriate gift for business associates, 
management team, college library. 


ORDER YOUR PERSONAL COPY NOW! 


Bureau of Business Practice, 513 Garfield Ave. 
New London, Conn. 


Please send me on 10-day free trial ........ 
copies of sor a edition of THE DECI- 
SION-MAKERS. 


Name 





Company. 
Address. 
City Zone——State. 

0 Bill me D Bill company 0) Check enclosed 
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WHERE HE WORKS 


THE MAN 


Stanley C. Allyn 
Chairman of the Board 


THE COMPANY 
The National Cash Register Co. 


THE DESIGNERS 


Keith Wilson, A.I.D. 
James Rabold, A.I.D. 
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Traditional office 

















oman «The office of 
Stanley C. Allyn reflects the NCR 
board chairman’s preference for 
traditional furnishings. 

Located on the ninth floor of the 
main office building at National 
Cash Register’s headquarters, the 
office is part of a newly redesigned 
executive suite which also includes 
the president’s office, a board of 
directors room and offices for execu- 
tive staff members. 

Mr. Allyn’s desk is an original 
18th Century “partners’ desk” with 
drawers on both sides. Two 18th 





Century clocks, one of grandfather's 
style and the other a table clock, 
indicate Mr. Allyn’s interest in an- 
tique timepieces. The green leather 
“beefeater” chairs are also in the 
18th Century period. Chandeliers 
and wall lights are modern ver- 
sions of 18th Century originals. A 
lighted world globe typifies the 
company’s world-wide operations in 
over 100 countries. 

A comfortable, informal air is 
achieved through the inviting fire- 
place grouping at one end of the 
richly walnut-panelled office. ® 
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for a modern executive 





Here Chairman Allyn and his associates gather for informal 
discussions before Georgian-style fireplace, pictured above. 
Comfortable chairs are covered in Georgian tapestry pattern. 


Authentic partners’ desk,” left, is flanked by presentation 
chart stand — a tradition started by Founder John H. 
Patterson when visual presentations were young. 
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Corridor, above, leads to executive suite. Paintings 
depict company scenes. One at left is home of Orville 
Wright, now NCR guest house. 


Scenic wallpaper in foyer, left, shows scenes of Amer- 
ica in 1850. It was printed from the original Zuber 
wood blocks made more than a century ago. 
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QUICK 
COPIES 
QUICK 
COPIES 
QUICK 
COPIES 
QUICK 
COPIES 
QUICK 
COPIES 





Good photocopies—black on white, accurate, permanent 
... of anything printed, duplicated, typed, written, 
drawn or photographed .. . from opaque, two-sided or 
transparent paper, white or colored, heavy cardboard 

or pages bound in books or magazines... 

Time: less than a minute . . . Cost: pennies. 


The A. B. Dick photocopier handles all copying 
requirements, not just part of them. Easy to use, too...no 
messy developing trays. Call your A. B. Dick Company 
distributor, listed in the yellow pages, for information 

or a free demonstration. Or mail coupon at right. 


Achievement through Innovation 





(Circle number 111 for more information) 
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- READY NOW 
for production executives 
NOW IT CAN BE TOLD: the key role of Wassell 
Produc-Trol—famed Instrument Panel of Manage- 
ment—in the mighty production record of the Army 
Ballistic Missile Agency. Whatever your production 
problems, big or small, this 28-page brochure, with 
photos and color-coded charts, is top-priority read- 
ing. Write on your letterhead today for the new 
Redstone story, “To Speed Up Operations.” 


WASSELL ORGANIZATION ~@ 
BOX 390H, WESTPORT, CONN. a 
(Circle number 136 for more information) 
A-B-DICK 


Please send full 
information about 
the new automated 
A. B. Dick 


NY offset duplicators. 

















A. B. DICK Company, Dept. mM-79 


5700 West Touhy Avenue 
Chicago 48, Illinois 


Name 





Position 





Company 





Address 





City. 
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Thought 


PAPERWORK 


New collator gathers 
17,000 sheets per hour 


The Macey Co. has designed a 
completely automatic collating ma- 
chine that can gather up to 17,000 
papers an hour. Named the “Macey- 
matic,” the eight-station unit re- 
quires only one operator. 

The collator handles the most 








t an ai 
Eight-station collator requires 
attention of only one operator. 


common sheet sizes from 5 by 8 
inches to 9 by 12 inches—from 
onionskin to card stock. 

Attachments available to extend 
the usefulness of the machine in- 
clude a stapler, an offset stacker 
and a tape delivery unit. 

The machine can be plugged in 
any ordinary 110 ac outlet and 
occupies less than 27 square feet 
of floor space. 

For more details on this speedy col- 


lator, circle number 263 on the Reader 
Service Card. 


ENVIRONMENT 








Work output increased 
by air conditioning 

Productivity of personnel showed 
a 9% gain after installations of air 
conditioning in the offices of the 


starters 


U.S. General Services Administra- 
tion, Washington. 

The test, conducted by Carrier 
Corp., extended over a five-month 
period and involved 140 employees 
divided into two groups, each 
doing the same type work. 

All factors in both groups were 
closely comparable for accurate 
evaluation of productivity. Both 
groups had _ identical facilities, 
lighting and wall color. The only 
difference in the two areas was that 
one was air conditioned. 

Besides the 9% increase in out- 
put, the group in air conditioned 
quarters made 0.9% less errors and 
had a 2.5% lower rate of absentee- 
ism. 

The GSA said only a 1.5% gain in 
output was needed to pay for in- 
stallation and operation of the air 
conditioning system. 


NEW PRODUCTS 
Projector housed 
in attaché case 





A new, completed self-contained 
35mm projection outfit is easily car- 


en 








When closed, 35mm projector. kit 
looks like regular executive case. 


59 














ried in its attractive attaché case. 
The compact slide projector kit, 
made by Presentation Designers, 
weighs only eight pounds and 
measures 17 by 12 by 3% inches. 

The carrying case, complete with 
projector, screen, Airequipt auto- 
changer with two or three maga- 
zines, spare projection bulb and 
10 foot extension cord, is priced at 
$99.50. 

A wide angle lens—f2.5 75mm— 
projects well in a lighted room. The 
projector fills the 10 by 14 inch 
table top screen from a distance of 


only 36 inches. When necessary, it 
can project up to an 8% foot picture. 

For more details on this slide pro- 
jector, circle number 257 on the Read- 
er Service Card. 


New meter introduced for 
noise reduction surveys 


A palm-sized noise survey meter 
to monitor and measure noise haz- 
ards has been developed by Mine 
Safety Appliances Co. 

It is designed for rapid, multi- 
location measurement of sound 









MODEL 15C-22 oe > 


CALL YOUR 
CRAMER DEALER 


or write for complete details ~ 


POSTURE CHAIR CO., INC. 


625 Adams, Dept. MM-7 Kansas City 5, Kansas 


“YES SIR! 


we all need new chairs... 


-LINE 


1500 SERIES 


“You'd be amazed how much more 
work I could turn out if I had a 
new Cramer chair. But you need 
one, too, boss, and so do your 
visitors—especially for those long 
conferences! Cramer chairs for us 
have finger-tip controls that adjust 
to fit anybody! And the side chairs 
have ‘Wall Saver’ rear legs. 

Cost? Lowest you'll find anywhere 
for comparable quality! And I'll 
make you a bet. . . they’ll pay for 
themselves in better work.” 






(Circle number 109 for more information) 
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levels to establish noise-contour 
maps of plants. It will pinpoint 
areas needing correction or detailed 
study. 

In making measurements, the 
meter is pointed toward the noise 
source and adjusted to an on-scale 
reading by a single thumb-wheel 
attenuator. 

Sound pressure levels can be read 
quickly in the range of 75 to 150 
decibels. This range covers roughly 
the noise levels of a busy street cor- 
ner up to pain-producing pressures 
in the test cell of an aircraft engine 
plant. 

The meter, weighing only 12 
ounces, comes in a leather carrying 
case. 

For more details on this noise survey 
meter, circle number 256 on the 
Reader Service Card. 


Burglar alarm system 
links premises with police 


With a burglar alarm system just 
developed police can listen in while 
premises are being looted. What's 
more, the police, by remote con- 
trol, can turn on the lights at the 
scene of the crime—thus increasing 
the chance of apprehending the 
robber and lessening the risk to the 
arresting officer. 

Made by Teletronic Security 
Systems, Inc., a subsidiary of Tel- 
autograph Corp., the new leased 
alarm system gives silent, round- 
the-clock protection. 

A central console is installed at 
the local police headquarters and 
a subscriber’s control unit is in- 
stalled at each location to be pro- 
tected. Units are connected by tele- 
phone wires. 

Should an intruder cut a wire on 
entering, lights come on instantly. 
The Teletronic system also gives 
warning of fire or of sprinkler leak- 
age. 

For more information on this leased 
alarm system, circle number 255 on 
the Reader Service Card. 


Sanitary disposable clothing 
eliminates laundry costs 


Attractively styled, low cost dis- 
posable clothing for workers in 
plants, laboratories and cafeterias 
is now available from General 
Scientific Equipment Co. 

The line includes shirts, pants, 
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lab coats, hats, aprons, gowns and 
boots. Since they can be worn over 
street clothes, they are also useful 
for plant visitors. 

The disposable garments are soft, 
light weight and comfortable—very 
similar to woven cloth. They are 
fire-resistant, water repellent, lint 
free and can be sterilized. Maxi- 
mum wear-resistance makes the 
clothing practical for heavy duty 
jobs. 

For complete details on these new 
disposable garments, circle number 254 
on the Reader Service Card. 


RESEARCH 


Depth research service 
now offered at low cost 


Long range planning research is 
now available through a periodic 
report plan available from Stan- 
ford Research Institute. 

Through its facilities, vast 
amounts of technological and eco- 
nomic data are compiled, sifted 
and analyzed. Then periodic re- 
ports are issued to guide top execu- 
tives in formulating long range 
plans for profits. 

The series covers changes taking 
place in technology, manufacturing 
and marketing, as well as dynamic 
economic, social and governmental 
policy trends. Each report, rang- 
ing from eight to 16 printed and 
illustrated pages, summarizes one 
important development, trend, or 
change. 

Reports are released to clients at 
the rate of 50 to 100 a year, de- 
pending on the degree of signifi- 
cance of developments. 

The fee for this depth research 
service is $7,500 for a three-year 
period. 

For more details on SRI long range 
planning service, circle number 253 
on the Reader Service Card. 


LEASING 


Instrumental rental service 
introduced by General Electric 


GE has established a pool of 
13,000 instruments for loan to in- 
dustry and individuals on a nation- 
wide rental program. 

A network of 55 service centers 
will make available instruments for 
70 different kinds of measuring— 
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everything from ammeters to opin- 
ion meters for registering audience 
reaction. 

Designed largely for short term 
rentals, the new program is ex- 
pected to be a particular boom to 
any company with occasional or 
concentrated need to supplement 
its own reserve of measuring in- 
struments. 

When a firm has only infrequent 
or peak need for special measure- 
ment equipment, purchase of such 
instruments can be extremely 
costly. Under the rental plan, GE 


points out, charge for a deluxe 
oscilloscope would be less than $75 
a month, including maintenance. 
This compares with a cash outlay 
of possibly $1,500. 

Rental of voltmeters and other in- 
struments, for instance, which a 
utility might need for a two-week 
survey of electrical apparatus, the 
company states, could mean a sav- 
ing of about $20,000 compared to 
outright purchase. 

For more details on this instrument 


rental service, circle number 252 on the 
Reader Service Card. 








“NO SIR! you'll never find 
a chair value to match 


LINE 


1500 SERIES 


“Relax, boss! I’m not going to 
suggest you spend a fortune... 
because this chair is the biggest 
value of them all. But it will give 
you the most comfort... and it 
will help you get through these 
long busy days. And like all the 
Cramer V-line series, it has 
finger-tip adjustments . 
replaceable seat covers ... and 3” 
foam seat cushions. With a 
Cramer, you are ‘backed by the 
best’! (I’d like the matching 
secretary’s chair, too).” 


CALL YOUR 
CRAMER DEALER 


ahi 


or write for complete details™ 
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POSTURE CHAIR CO., INC. 


625 Adams, Dept. MM-7 Kansas City 5, Kansas 


(Circle number 109 for more information) 
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IN RETAILING, all kinds of progressive establishments are 
whisking through on-store inventories with the Marchant 
Rapid Multiplier. 





IN THE WORLD OF FINANCE, the Marchant Figuremaster 
by the tens of thousands is processing urgently needed calcu- 
lations swiftly and accurately. 








IN MANUFACTURING, the costing, billing, payroll and other 
departments are boosting figurework production with the 
Marchant Figurematic. 











IN SCIENCE AND ENGINEERING, the Marchant Deci+ Magic 
is enabling key personnel to concentrate less on figuring and 
more on creative productivity. 


Gain the advantages of a Marchant caleuw/afor 
Specially programmed for your kind of tigurework 








Wherever figurework is performed, a specially pro- 
grammed Marchant calculator does the job best... 
delivering faster figurework, saving time and money. 


Drawing on a half-century of experience in serving 
calculator users in all fields, Marchant has developed 
calculators and methods for the most efficient per- 
formance of virtually every type of figurework. There 
is a Marchant calculator programmed for the job, 


whether in a small business office or in a giant or- 
ganization where highly specialized calculations are 
performed. 


To see in action the Marchant programmed for 
your figurework, ask the nearby Marchant office for 
a demonstration on your own daily figuring. Or send 
the coupon for advance information on the extensive 
Marchant line of specially programmed calculators. 


Modern Management Counts on Marchant 





MARCHANT 





OAKLAND 8, CALIFORNIA 
Automatic Marchant Figuremaster 


CALCULATORS 


Division of SMITH-CORONA MARCHANT INC. 


MARCHANT CALCULATORS e OAKLAND 8, CALIFORNIA 


Please furnish information on Marchant calcu- 
lators and howa Marchant specially programmed 
for us can give us faster, more accurate figure- 
work. D-7 


NAME 
PLEASE ATTACH COUPON TO YOUR BUSINESS LETTERHEAD 
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How to speak 


so people will listen 


The sound of your voice can either attract 


or distract a listener. Here’s how to find out what’s 


wrong with your voice and how to improve it. 


meee One of your chief 
jobs is to get people to listen to 
you and accept what you say. 

If they don't listen, it’s your own 
fault. 

The fault may lie, not with your 
ideas or the quality of your words, 
but with your voice itself. If your 
voice is unpleasant, it will irritate 
and distract your listeners. 

People tend to judge you by your 
voice, particularly on the tele- 
phone. A firm, smooth voice sug- 
gests confidence and poise; a loud 
harsh voice — arrogance; a weak, 
jerky voice — indecision and _ lack 
of confidence. 

Think of some executive you 
know who impresses you as a 
strong personality. Chances are he 
uses his voice to convey this im- 
pression. 

Most people are not born with 
good speaking voices. Those with 
the poorest voices seem least aware 
of their vocal shortcomings. 

There is a simple way to hear 
yourself as others hear you. Just 
turn on a tape recorder sometime 
when you are conversing with 
someone. What you hear when you 
play it back may alarm you. Listen 
specifically for these defects: 
= Do you mumble, slur your words, 
drop your voice at the end of a 
sentence or speak in a monotone? 
# Is your voice too high, hoarse, 
breathy or nasal? 
= Do you stumble over words? 

« Are there a lot of “uh’s” and 
“ah’s” in your speech? 
A close associate of yours or your 
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wife may be able—and anxious—to 
point out voice faults that you don't 
notice yourself. In addition, some- 
one close to you can probably pin- 
point any phrases that you use 
annoyingly often. 

“I can't change the voice I was 
born with,” you may say. The fact 
is you can change it, easily. 

Simply put these three principles 
of good voice into action: 

1. Control your breath. 

2. Relax your throat. 

3. Keep your tongue and mouth 
flexible. 


‘Control your breath 


= Your voice is supported by air. 
If you are a shallow breather and 
your air comes only from the upper 
chest, your voice may be thin, un- 
certain and difficult to hear. You’re 
also more susceptible to vocal 
fatigue than others because you are 
pushing your voice out with your 
throat muscles instead of the ab- 
dominal muscles. 

These exercises will help your 
breath control: 

Sit erect. Push out your abdomen 
as if you were trying to burst your 
belt. Pull down on your diaphragm 
(the muscular area between your 
abdomen and chest). Inhale slowly 
and deeply, pushing out your lower 
ribs as far as possible. Now exhale 
slowly and steadily through your 
mouth. Repeat until you are sure 
you are familiar with the sensation 
of diaphragmatic breathing. It is a 
key factor in improving your voice. 

As you exhale, count as far as 


























How To Get Things Done 


Better And Faster 
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BOARDMASTER VISUAL CONTROL 


Money, Prevents Errors 


Simple to operate — Type or Write on 
Cards, Snap in Grooves 


vy Ideal for Production, Traffic, Inventory, 
Scheduling, Sales, Etc. 


vy Made of Metal. Compact and Attractive. 
Over 350,000 in Use 


Full price $49°° with cards 


24-PAGE BOOKLET NO. M-100 
F RE E Without Obligation 








Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street e New York 36, N. Y. 


_ (Circle number 115 for more information) — 












are the best means to 
sell...teach 
... influence! 


Find out why the mo- 
tion picture depart- 
ments of the nation’s 
leading companies 
and professional film 
producers . prefer the 
ARRIFLEX°16. . . the 
world’s most versa- 
, tile, money saving 
production camera. 


SECT 


Write for 
FREE literature 
and list of 
professional 
industrial motion 
picture producers. 








division of | 

EX I.E WG PHOTO CORPORATION | 

| 257M Fourth Ave.. New York 10, N.Y. | 
| name 
| address 
Lcity ——————. zone ___ state _____| 
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Gives Graphic Picture—Saves Time, Saves 





you can at a slow, steady rate. Stop 
just before your breath is gone. Do 
this a few times twice each day for 
a week. You will probably find you 
can count a little higher each day. 

The object is to control your 
breathing so that the words come 
out smoothly and evenly without 
strain. 


Relax your throat 


® The muscles in your larynx or 
“voice box” are controlled by the 
nervous system. This is why emo- 
tional disturbances are reflected in 
your voice. 

If you have ever noticed, the 
pitch of your voice usually rises 
when you are angry or excited. 
That’s because fear, anger, nervous 
tension and other emotional vari- 
ances very often cause your throat 
muscles to tense and contract. 

If your speaking muscles are 
tense for long periods of time, you 
will experience hoarseness and vocal 
fatigue. And you might be doing 
some actual damage to your vocal 
cords. 

With relaxed vocal cords, you 
can talk longer and more clearly. 

It is easy enough to keep your 
throat relaxed, but first you must 
know what it feels like. 

Sit erect and let your head drop 
forward. Let your jaw drop open. 
Shake your head from side to side 
until your jaws flop. This is how 
your muscles feel when completely 
relaxed. 

Straighten up and yawn gently 
several times. Feel the relaxation 
in your jaw and throat? This is the 
way they should feel when you are 
speaking. Now open your mouth 
as if to yawn and while you exhale 
say — 

Be sure to project the tone out- 
side your mouth. 


gog — skol — mog. 


Standing in front of a mirror, 
open your mouth and place the tip 
of your tongue lightly against your 
lower teeth. Without moving your 
tongue, say “ah.” If your throat is 
open properly, you should be able 
to see clear to the back. If not, your 
muscles are too tense. 


Keep your mouth flexible 


@ The largest area of speech diffi- 


culty lies in the mouth. Lazy speak- 
ing habits result in mumbling, 
slurring, and unintelligibility. Most 
likely you don’t move your lips 
enough. 

Try these tongue twisters: 

Robert bought rubber baby buggy 
bumpers. 

She stood on the balcony, inex- 
plicably mimicking him hicupping 
and amicably welcoming him in. 

If you can say both lines fairly 
rapidly without a slip, your speech 
habits are all right. If not, you need 
improvement. Youll help your 
enunciation if you concentrate on 
consonants. 

Do you say: 
“manerfacture,” “ 
‘er up’? 

If you want people to remember 
your name, be sure to sound the 
consonants when you _ introduce 
yourself. If your name is Sheppard, 
don't say Sheppar; if it is Kent, 
don’t say’ Ken 


“Whatcha doin’?” 
‘Lemme see,” “Call 


Hints for clarity 


® How fast you speak affects the 
intelligibility of what you say. 
Speaking too rapidly can result in 
slurring, and a slow steady rate is 
monotonous. 

Vary your speed as you go along. 
A pause after important ideas will 
help to emphasize them. 

If you pitch your voice abnor- 
mally high or low, it may distract 
your listeners. To find your opti- 
mum pitch, try singing from the 
lowest note you can produce to 
your highest. Your normal pitch is 
about one quarter of the way up 
from the bottom. 

Changing your pitch slightly to 
match the meaning of your words 
lends variety to your speech. Tone 
deaf people often speak in mono- 
tones and are unaware that their 
voices are dull and flat. 


Preserve your voice 


® Your voice is your best salesman. 
It pays to take care of it. 

Don't try to shout above a noise. 
Continual shouting can damage the 
vocal cords and cause hoarseness. 

If you experience persistent 
hoarseness, consult a throat special- 
ist. Do not try any voice exercises 
without his advice. Hoarseness is 
one of the earliest and most com- 
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SWINGLINE NO. 27, modern desk sta- 
pler, in 3 handsome decorator colors, 
popular throughout the nation. 


THE FLEXIBILITY OF THE NATIONAL 
SYSTEM enabled this firm to mecha- 
nize all its record-keeping procedures. 


“Our Clalional System 
saves us ‘12,000 a year... 


pays for itself every 15 months!’’—swingline, inc., tong Island City, New York 


“By mechanizing all our record-keep- 
ing work, our National System im- 
proved the efficiency of our accounting 
department considerably,” writes Mrs. 
Belle Linsky, Secretary-Treasurer of 
Swingline, Inc. “Three years of out- 
standing service have convinced us that 
the National System is the most effi- 
cient accounting system available. 
“‘We are now able to handle our ac- 
counting faster, and with much more 
accuracy. Our National Accounting 
Machines’ great flexibility permits 
them to process data on cash receipts, 
sales, sales analysis, disbursements and 
payroll records. Our employees prefer 


Nationals because of their fast, easy 
operation. In fact, our employees 
learned to operate them in only two 
hours. And our National System en- 
ables us to keep all records up-to-date. 

“We are very pleased with the Na- 
tional System. Records show that it 
saves us $12,000 a year... pays for it- 
self every 15 months.” 


butle ie ed 


l 
Secretary-Treasurer, 
Swingline, Inc. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 75 YEARS OF HELPING BUSINESS SAVE MONEY 
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THE NATIONAL ACCOUNTING SYSTEM 
modernized the accounting of this lead- 
ing manufacturer of stapling machines. 





MRS. BELLE LINSKY, 
SECRETARY -TREASURER 
of Swingline, Inc., Long 
Island City, New York. 


Your business, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly 
through savings, then 
continue to return a 
regular yearly profit. 
National's world-wide 
service organization 
will protect this profit. 
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mon symptoms in a number of 
diseases. 

Don't try to talk when you have | 
laryngitis. Whisper if you must, but | 
don’t talk. One midwestern busi- | 
nessman found a pleasant cure: he 
goes fishing. 


Vocal improvement 


® Forty-nine top executives re- 
cently volunteered for a study of 
voice disorders at the Cleveland 
Clinic. All of them complained of 
hoarseness. The majority also men- 
tioned vocal fatigue, sore neck 
muscles and tension in the neck 
and jaw. Some complained of fre- 
quent attacks of laryngitis. 

After a complete physical exam- 
ination and an interview with a 
voice therapist, the men agreed to 
treatment which combined medical 
measures with voice therapy. They 
received instruction in proper 
breathing, relaxation and enuncia- 
tion. Every one of the patients 
showed an improved voice at the 
end of the program. 

The experience of a 42-year-old 
executive of a large corporation 
was typical of the group. 

“Every time I talked for more 
than 10 or 15 minutes,” he said, 
“it felt like my throat was being 
torn out. Talking was actually pain- 
ful for me.” 

He also experienced vocal fa- 
tigue, and said he could hardly talk 
at the end of a day. He was des- 
perately concerned about the pos- 
sible failure of his voice at im- 
portant sales meetings. 

The voice therapist noted that 
the executive barely moved _ his 
jaws while talking. He held his 
lips tensely in a_ straight line. 
A throat examination revealed a 
chronically irritated larynx and ex- 
cessive mucus. 

He practiced breath control, 
throat relaxation and proper enun- 
ciation. Just two weeks later, his 
voice clarity and strength was im- 
proved greatly. 

“I recently attended two long 
conventions,’ the executive says. 
“IT gave talks at each of them with 
no trouble at all. I had no hoarse- 
ness or dryness. And from the ques- 
tions that came after my talk, I 
knew they had really listened to 
what I said.” & 
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Whether it’s for 
a plant opening, 
anniversary, or any 
other special event, 
distinctive key 
chains by Williams 
& Anderson serve as 
a pleasing reminder 
to all your custom- 
ers, friends and 
employees. 

W & A low-priced 
key chains incorpo- 
rate all the crafts- 
manship and quality 
of over 90 years in 
the manufacture of 
fine jewelry. 

Write for our free 
booklet, ‘‘The Key to 
Creative Thinking”’, 


WILLIAMS & ANDERSON CO. 
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Emblem Manufacturers Since 186! 
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METAL DESK TRAYS 


Streamliner desk trays incorporate every 
possible feature for maximum convenience 
plus modern styling, functional design, and 
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You are looking at 


THE NEW 





IDEAS FOR 
MANAGEMENT 





The only major published volume devoted exclusively to current and 


advanced systems thinking in the management field . . . the complete proceedings 


of the remarkable 11th Annual International Systems Meeting. 


o: A YEAR, the Systems and Pro- 
cedures Association cf America 
holds a three-day international meeting 
at which members review their most 
recent efforts in the control of admin- 
istrative overhead. Each talk, each sem- 
inar, is carefully recorded, transcribed 
and edited for the benefit of members 
who are unable to attend the meeting. 
The final product is a 500-page hard- 
bound and indexed volume of practical 
solutions to administrative problems. 


Again this year SPA has over-printed 
a verv limited number of copies for 
non-member executives. We have ob- 
tained exactly 500 copies for disiribu- 
tion and sale to the readers of 
MANAGEMENT METHODS. Because we 
are so confident that this book can help 
you slash overhead and streamline the 
efficiency of your operations, we are 
able to make this unusual offer. 


Send no money. Take 10 days to ex- 
amine IDEAS FOR MANAGEMENT 
at your leisure. Unless you obtain at 
least one cost-cutting item in that 
period, return the book without obli- 
gation. 


HOW THIS BOOK CAN 
HELP YOU 


Unlike most books on administra- 
tive and management subjects, IDEAS 
FOR MANAGEMENT is not a text. 
It deals almost exclusively in terms of 
end results —the practical, down-to- 
earth experiences of the men who are 
pioneering cost-reduction techniques 
tor America’s largest firms. 


We present, for example, (see right), 
a partial list of the table of contents. 





The Approach, analysis and design of a 
System 

Bringing management to electronic data 
processing 

Computer trends 

The development and operation of an 
existing totally integrated system 

Lessons to be learned from applying or- 
ganization principles to a totally integrated 
system 

The operating characteristics of the highly 
automatic factory 


Operating and maintaining an electronic 
data processing system 


HOW TO ORDER 


Operations research in systems work 
Collaboration with research centers in 
systems studies 

Systems manager’s administrative rating 
test 

Organization analysis 

Work reduction and measurement tech- 
niques 

Systems for low-volume operations 
Forms control 

An integrated records management pro- 
gram 

A correspondence workshop 


Write on your letterhead or use the coupon below. Orders will be filled on a 
first-come first-served basis. After you have examined IDEAS FOR MANAGEMENT 
and feel fully satisfied that it will immediately help you reduce overhead costs, 
send us your check for $16. If, in your judgment, it does not meet our promise, 


merely return it. No obligation. 
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without obligation. Special offer: Through a special arrangement with SPA, ‘ 
one of two valuable reports, “Computer Use Report’ or “Data Processing ' 
Manning Survey,” will be delivered free, if cash accompanies order. Check . 
your choice below. Same return privileges. 1 
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Practical politics (Continued from page 32) 


ing that because they have taken 
care of their own bailiwick they 
need to have no concern with what 
happens at the county level, the 
state level or the national level. 
But many of the problems which 
concern business generally stem 
from state or national action. 
People with understanding and 


Chicago 


# The present campaign to inject 
business as such into politics is ill- 
conceived, dangerous, a violation of 
our democratic system, and_per- 
haps illegal. 


POLITICAL EUNUCHS. A corpora- 
tion is not a political entity; it is a 
legal entity. It was never intended 
to be a political entity. 

A corporation cannot legally do 
indirectly what it is forbidden to 
do directly. How then, being for- 


sound political philosophy can be 
nominated and elected to county, 
state and national offices only if 
enlightened people at the grass- 
roots take sound political action to 
see that such people are nominated 
and elected. That is the reason why 
businessmen should make their 
place in politics. 


ARNOLD H. MAREMONT 
Chairman, Allied Paper Corp. 
and President, Maremont Automotive Products, Inc. 


idea: “Forming a political club is 


-asier than papering your attic.” 


bidden to contribute money to po- 
litical campaigns, can a corporation 
legally permit its employees, on 
company time and paid by com- 
pany funds, to act as poll watchers, 
vote getters, precinct captains and 
such? 

If a business organization enters 
the political arena, who chooses the 
party which will be favored with 
its support? The directors, the 
shareholders, the chairman of the 
board? Where does the corporation 
find authority to use shareholders’ 
money for political purposes? See- 
ing the officers use company funds 
and time for political action, will 
not employees sharpen their own 
demands and opposition? 

What will be the effect upon 
customers who are of many politi- 
cal persuasions, and interests—who 
are property owners and renters, 
union members and white collar 
workers, protagonists or antagonists 
of a myriad of contesting causes 
and ideas? 

George Romney of American 


Motors recently said: “We have 
corporate executives and _ white 
collar employees who have become 
political eunuchs and who have 
substituted corporated citizenship 
and the hope of economic advance- 
ment for their priceless heritage of 
independent political action.” 


HUMAN VS. LEGAL BEINGS. Our 
democratic system puts the empha- 
sis on the human rather than the 
legal being. We vote as humans— 
not as employer, employee, father, 
homeowner, renter, taxpayer or 
what have you. Classify us as you 
will, code us, punch us into cards, 
write us into impulses in Univac— 
we will emerge as humans. 

We must participate in politics 
as individual citizens. 

An Illinois businessman with 
some experience in politics recently 
said: “I wonder how many of those 
who are teaching corporations the 
facts of political life are now urg- 
ing their student executives to get 
up off their hindsides of a nice fall 
evening and journey down to the 
candidates’ meetings right in their 
back yards. Politics begins with 
one’s own candidates, at home.” 


PARTY POLITICS. We must recog- 
nize that the political party is the 
only valid means of giving organi- 
zation, direction, drive and expres- 
sion to the public power. We must 
cease thinking of politics as a dirty 
word. 

Traditionally, politics like big 
league baseball was played by ex- 
perts. You were permitted to par- 
ticipate by rooting for your side, 
but not by helping to select the 
players. All of this has been 
changed. The primary system does 
enable you to help pick the players. 
To be effective, you have got to 
join a party, the party that most 
nearly represents your views and 


“...and yet businessmen complain that their choice of 
political candidates is between Tweedledee and Tweedledum.” 


REPUBLICAN CHAIRMAN MORTON 
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“The businessman who enters politics only to secure special advantage 


creates suspicion of the business community.” 


supports your kind of candidates. 
I know of no one who can influence 
a political party by remaining aloof 
from it. 

You ought individually to be 
politically active. You ought to join 
and work in a political party as a 
“whole person”—not as the mouth- 
piece of your corporation. If the 
corporate view, as such, needs ex- 
pression, there is advertising space 
to be purchased for that purpose. 


POLITICAL CLUBS. There is a way 
for you to become active even if 
you are not welcomed in the regu- 
lar party organization. 

You can join political clubs of 
either party, many of which have 
provided new blood, new energy 
and new ideas outside of the regu- 
lar organizations. Here you will 
find that the controls are in the 
membership, not in some remote 
hotel room or rooms. 

Or you can form your own politi- 
cal club. A little study will con- 
vince you that forming a club is 
easier than laying your own lino- 
leum or papering your attic. 

Once you and your friends have 
formed a political club, you face 
the problem of arranging co-exist- 
ence with the regulars. You may 
be rebuffed, regarded as intruders, 
threats, usurpers, but stranger 
things than acceptance can happen 





Chicago 


idea: 





® To the typical businessman, pol- 
itics, if not exactly a dirty word, 
often carries an unsavory connota- 
tion with overtones suggesting graft 
and corruption or at least their 
ever-present possibility. Politics, 
moreover, are “messy.” The busi- 
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JAMES C. WORTHY 
Vice President in Charge of Public Relations 
Sears, Roebuck and Co. 


DEMOCRATIC CHAIRMAN BUTLER 


when they really need you and that 
time will surely come. 

Enlightened and strong profes- 
sionals will not reject you or your 
group for long; they will make 
peace quickly because they recog- 
nize that your bit of help adds to 
the insurance of victory, and that 
a selective exclusiveness in party 
affairs makes for straight out con- 
tests for party control. Indeed, the 
Democratic Party in May 1957 
adopted a formal rule recognizing 
neighborhood political clubs and 
directing the National Committee 
to “encourage and assist groups of 
party members in the organization 
of Democratic Clubs.” 


TIME AND MONEY. You must be 
prepared to spend time, energy 
and money on political work. This 
means the menial jobs as well as 
the more attractive job of brain- 
trusting the strategy. A great truth 
in politics is that “virtue always 
triumphs in a political campaign 
if it has a good campaign fund 
and a hard-working organization.” 
Given the issues and hard work, 
with at least enough money for 
mimeographing and postage, your 
small club can accomplish wonders. 

We can influence our destiny 
only through the wisest political 
action—not as corporations, not as 
business, but as individual citizens. 


You strengthen your position 


when you are for things, not always against. 


nessman is accustomed to efficiency, 
clear lines of authority, orderly 
division of labor, precise definitions 
of relationships between functions. 
These he does not find in the politi- 
cal arena. 

But failure of businessmen as a 



























group to play an active political 
role places business in a vulnerable 
position. Failure to participate ac- 
tively tends to make businessmen 
naive about political processes. De- 
mocracy requires a high degree of 
political skill in all groups. 


ASSOCIATIONS. Because of his re- 
luctance to become personally en- 
gaged in political affairs, and his 
sense of unsureness when he does, 
the businessman tends to look to 
trade associations not only for guid- 
ance on political questions but to 
carry the brunt of political action on 
behalf of business. Whatever ad- 
vantages this approach may have, 
it has several serious weaknesses. 
Trade association policy positions 
are more frequently negative than 
positive, opposing rather than pro- 
posing, simply because it is easier 
to obtain consensus in the face of 
threats than in the face of oppor- 
tunities. For this reason much of 
the political activity on behalf of 
business is defensive, the fighting 
of rear-guard actions. 

Business would be in a much 
stronger position if it were more 
often for things rather than ever- 
lastingly against. 

The typical businessman almost 
never seeks elective office, and 
while he may occasionally accept 
an appointive position he docs so 
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The first impression is a most important impres- 
sion! Cole Steel office furniture will create the 
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By its rich look, by its integrity of design, Cole 
instantly tells of quiet good taste. Cole equip- 
ment creates an atmosphere of comfort and 
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luxury that will impress your visitors and make 
your office an inspiring place to work. See for 
yourself why Cole Steel is so far ahead in the office 
equipment field. Free: send for our latest full color 
catalog...today! Cole Steel Equipment Co., Inc., 
Dept. 26,415 Madison Ave., New York 17, N. Y. 
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reluctantly and with keen feelings 
of self-sacrifice. Power may not 
always go to those who seek it, 
but it seldom goes to those who 
try to avoid it. If business is to 
strengthen its political position, 
more individual businessmen will 
have to become personally involved 
in political life. 

Businessmen need not feel diffi- 
dent in seeking to play an active 
political role, any more than they 
would expect the leaders of or- 
ganized labor or organized agricul- 
ture to feel diffident. Businessmen 
have points of view and legitimate 
interests which need to be as effec- 
tively prosecuted as those of any 
other group. No group, moreover, 
has a monopoly on concern for the 
general good, and the general good 
certainly is not served when busi- 
ness fails to assume its full share of 
the burdens of political respon- 
sibility. 


DANGERS. But potential dangers 
arise when businessmen decide to 
play a more active role in politics. 

In the past there has been strong 
public reaction against corporate 
political activity. Re-entry into polli- 
tics by the businessman will re- 
awaken this distrust. Inevitably, the 
businessman will make mistakes as 
he moves into an unfamiliar field. 
These mistakes are bound to be 
magnified in the public eye, and in 
the eyes of professional politicians. 

Another area of potential danger 
is the issue of partisanship. 
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The typical executive tries to 
follow a path of nonpartisanship. 
But “nonpartisan politics” is a con- 
tradiction in terms. Politics by their 
nature are partisan and can only 
be prosecuted effectively through 
political organizations. 

We have in this country a strong 
tradition of political independence. 
Important as the independent is, 
however, he plays a passive rather 
than an active role. If businessmen 
are to exert a positive influence on 
political affairs, the role of the inde- 
pendent is not for them. If they are 
serious in their political aspirations 
they will have to commit them- 
selves to party politics. 

But how can businessmen en- 
gage in partisan politics without 
arousing public distrust? The an- 
swer lies essentially in keeping the 
political concerns of the individual 
businessman separate and distinct 
from his business. This is not diffi- 
cult but requires certain policies 
and rules of conduct. 

No one questions the right of the 
businessman to be active in the 
church of his choice so long as he 
does not mix his business and sec- 
tarian interests. So too with politics. 
There is no reason he should not 
encourage his subordinates to take 
an active part in politics, so long 
as he does not try to influence their 
choice of party. 

The problem of the businessman 
in politics turns out to be not such 
a serious dilemma after all. He can 
in all good conscience, and without 





compromising either his business or 
the cause he is seeking to serve, 
take an active part in the affairs of 
his own party and urge his associ- 
ates to do likewise, each in the 
party of his own choice. This need 
not and should not be merely a 
prudent facade. It can be intensely 
partisan provided it is genuinely 
bipartisan. Such an approach is 
fully consonant with the essentials 
of the American party system. ® 
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ALA. Dothan—Hudson Office Supply Co. 
Mobile—Waller Brothers, Inc. 

Phenix City—Barbee Fixture Mfg. Co. 
ARIZ. Phoenix—PBSW Supp. & Equip. Co. 
Prescott—Peterson, Brooke, Steiner 
Tucson—Howard & Stofft 
Yuma—Yuma Stationers 


ARK. Little Rock—Parkin Prig. & Staty. Co. 


CALIF. Anaheim—Anaheim Office Eq. Co. 
Bakersfield—Valiey Off. Sup. Co. 
Fresno—Healey & Popovich 
Glendale—Hopper's Office Furn. 

Long Beach—Beicher & Schacht 
Los Angeles—Pacific Desk Co. 


Oakiand—Beier & Gunderson of Oakland, 


Inc. 
Riverside—Stockwell & Binney 
Sacramento—Capital Off. Equip., inc. 
San Bernardino—Stockwell & Binney 


San Diego—Austin Safe & Desk Co., Ltd. 


San Francisco—Beier & Gunderson 

San Jose—Kennedy Business Mach. Co. 

Santa Barbara—tbersole Off. Mach. Co. 
COLO. Denver—W. H. Kistler Staty. Co. 


CONN. Hartford—Barney's of Hartford, Inc. 


New Haven—Scheppach & Goekler 

B. C. Washington—Chas. G. Stott & Co. 

FLA. Bradent Bradenton Off. Eq. Co. 
Ft. Lauderdale—Dean's 
Ft. Myers—Parker’'s Book Store 
dacksonvilie—Sanford-Hali Co. 
Mariana—Mariana Off. Supp. Co. 
Miami—Blank, inc. 

Orlando—George Stuart, inc. 
Pensacola—Pensacola Off. Equip. Co. 
Tallahassee—Commercial Off. Supp. Co. 

GA. Atlanta—Baii-Staiker Co 

Office Supply Co. 

Athens—The McGregor Co. 
Columbus—Coiumbus Fixture Mfg. Co. 

IDAHO Boise—Syms-York Co. 

{LL. Bloomington—Paxton Typewr. Co. 
Chicago—Andersen, Riley & Sava 

Desks, Inc. 

Horder's 

Marshall Field Co. 

Monroe Furniture Co. 
Decatur—Haines & Essick Co. 
Kankakee—Byron Johnson 
Peeria—Business Equip. Co. 
Quincy—Oenning's 
Reckford—McFariand Off. Equip. Co. 
Zieon—Burgess, Anderson & Tate, Inc. 

IND. Ft. Wayne—O'Reilly Off. Supp. Co. 
Indianapolis—Wm. 8. Burford Prtg. Co. 
South Bend—Business Systems, Inc. 

(OWA Cedar Rapids—Morris Sanford Co. 
Bes Moines—Storey-Kenworthy Co. 
Spencer—Bergstrom Off. Supp. 
Waterioo—atta's, inc. 

KAN. Salina—Consolidated Prtg. & Staty. 
Tepeka—Thacher, inc. 
Wichita—Bauman Off. Equip. Co. 

KY. Couisville—O'Connor & Raque Co. 

LA. Alexandria—Garrett Off. Supp. inc. 
Baton Rouge—touisiana Off. Supp. Co. 
Lafayette—Generai Off. Supp. Co. 

Lake Charies—take Charies Off. Supp. 

Co. 

Monroe—Standard Off. Supp. Co. 
New Orieans—). D. LeBlanc, Inc. 
Shreveport—Castie Printing Co. 

WE. Portiand—F. 0. Bailey Co., Inc. 
Banger—Bangor Office Supply 

MD. Baltimore—Baitimore Staty. Co. 
Satisbury—White & Leonard 

MASS. Boston—i. £. Muran Co. 

L. J. Peabody Off. Furn. Co. 
Worcester—Paliey Off. Supp. Co. 

MICH. Battie Creek—Wellever Bus. Systems 
Detroit—). L. Hudson Co. 

Flint—Alex Adams & Co., Inc. 
Kalamazoo—Dykema Off. Supp. 

MINN. Duluth—Weygant-Goodspeed Co. 
Owatonna—Journal-Chronicle 
Minneapolis—Milier-Davis Co. 
Rechester—Whiting Press 
$t. Paul—McCiain Hedman & Schuldt Co. 





MISS. Greenwood—fisher Staty. Co. 
Guifpert—Office Supply Co. 
Hattiesburg—Standard Off. Supp. Co. 
Jackson—Mississippi Staty. Co. 
Laurel—Partiow-Tyler Co. 

MO. Kansas City—Duff & Repp Furn. Co. 
St. Louis—Lammert Furniture Co. 

MONT. Billings—Gazette Printing Co. 
Great Falis—Tribune Prtg. & Supp. 
Helena—Naegele Prtg. Co. 
Kalispeli—O'Neil Printers & Off. Sup- 

pliers 

NEB. Lincoin—tatsch Brothers 
Omaha—Orchard & Wilhelm Co. 

N. H. Manchester—R. H. Liewellyn Co., Inc. 

WN. J. Elizabeth—Business Furniture, inc. 
Newark—Max Blau & Sons 

Herbert L. Farkas Co. 
Spring Lake—j. H. Young's, Inc. 

N. M. Albuquerque—Albuquerque Staty. Co. 

NW. Y. Buffalo—Hoelscher Staty. Co., Inc. 
Garden City—). S. McHugh, Inc. 
Mineola—OD. Waldner Co. 

New York—A. Blank Co. 
Business Equip. Sales Co. 
Clark & Gibby, Inc. 
Driver Desk Co., Inc. 
Chas. J. Lane Co. 
Metwood Office £q. Corp. 
Pearl Desk Co. 
Regan Office Furn. Co. 
Uneeda Office Furn. Co. 
Niagara Falis—Geo. H. Courter Co., Inc. 
Olean—Hoelscher's, inc. 
Rochester—Heinrich-Seibold Staty. Co. 
Syracuse—). Hilisberg Safe Co. 
N. C. Charlotte—Morgan Fixture Co. 
Pound & Moore Co. 
Wade Mfg. Co. 
Raleigh—Capital Printing Co. 

N. D. Bismarck—Gaffaney & Shipley 

OHIO Akron—Summervilie’'s Ohio Off. Eq. 
Cincinnati—Giobe Off. Equip. & Sup., inc. 
Cleveland—Randolph Desk Co. 
Columbus—F. J. Heer Prtg. Co. 
Dayton—Archie Sherer Co. 
Teledeo—Newell B. Newton Co. 

OKLA. Lawton—Southwestern Staty. & Bk. 

Sup. 
Oklahoma City—House of Wren 
Tulsa—Scott-Rice Co. 

OREGON Eugene—Koke-Chapman Co. 
Portland—Kubli-Howell Co. 

PA. Allentown—Royal H. Eckert, Inc. 
Harrisburg—Cole & Co. 

Lancaster—H. G. Bancroft 
Philadeiphia—A. Pomerantz & Co. 
Pittsburgh—General Off. Equip. Corp. 
York—H. G. Bancroft 

S. C. Columbia—A. Hines McWaters 

S. D. Sioux Falis—Midwest Beach Co. 

TENN. Chattanooga—Commercial Staty. & 

Sup. Co. 
Nashville—Hessey Prtg. & Staty. Co. 

TEXAS Corpus Christi—john H. Yochem Co. 
Dallas—Clarke & Courts 

Stewart Office Sup. Co. 
Et Paso—Norton Brothers 
Fort Worth—Stafford-Lowdon Co. 
Houston—Clarke & Courts 
Wilson Stationery Co. 
Lubbock—The Baker Co. 
San Antonio—Maverick-Clarke Litho Co. 

UTAH Ogden—Weber Off. Supp. Co. 

Salt Lake City—Utah-idaho School Sup. 
Co. 

WASH. Bellingham—Grigg's 

Everett—Priebe's, Inc. 
Seattle—Bank & Off. Equip. Co. 
Spokane—John W. Graham Co. 
Tacoma—Puget Sound Off. Eq. Co. 

WISC. Green Bay—Stuebe Binding & Prtg. 

Co. 
LaCrosse—Swartz Off. Sup. Co. 
Madison—Frautschi's, Inc. 
Milwaukee—Forrer Equip. Co. 
Oshkesh—Scharpf's, Inc. 

CAN. Caigary—N. W. Whisie. Furn. 
Vancouver—Brownlee Off. Outfitters, Ltd. 
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MANAGEMENT METHODS 





For more information on any advertisement or keyed editorial 
item, fill out the card below, circle the appropriate key num- 
bers, detach, and mail. We pay the postage. Please use card 
number 1 first. Key numbers appear under most advertise- 
ments. 
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Send Management Methods for one year at 
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The Leopold 








Company: quantity production for a high styled line 


The picture below gives striking evidence that there is 
something new in wocd office furniture. Designed for 
Leopold by Charles U. Deaton, The Template Group has 
numerous interchangeable components. It offers a clean, 
almost delicate design, yet retains the rugged durability of 
handcrafted cabinetry. Utilizing conventional production 
methods, Leopold has made this modular furniture both 
affordable and practical for executive, secretarial and 
clerical office requirements. The Template Group is now on 
display at Leopold dealer showrooms listed on the facing 
page. A free, illustrated brochure may be obtained 


by writing The Leopold Company, Burlington, lowa, 


MA 
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HOW TO BE 
THROUGH THE 1 


A man with a taste for the modern sometimes holds back in choosing his office 









furniture in the belief that it may become obsolete quickly. 


There are, and always will be, over-designed offices. As every good designer 


knows, they soon pass out of style. 


On the other hand, /asting soundness of design is an ever-present part 
of Art Metal quality. That’s because Art Metal and its affiliates have worked 
closely with leading architects, designers and decorators for decades... 


have learned well the fundamentals of enduring design. 
The Nu-Trend arrangement below% is one of a wide range of Art Metal 
suites that are adding new eye-appeal and productivity to American offices. 
One of them is right for you, your office, your career. 

“designed and produced by Security Steel Equipment Corporation, 
Avenel, N.J., one of six Art Metal divisions. 
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41 E. 42nd STREET, NEW YORK I7, N.Y. 








The nation’s leading 

designer and ©A.M.C.CO.1959% 
manufacturer of 

metal office equipment 














(Circle number 102 for more information) 











